.00 a Year 
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to another 



It tvas just 14 years ago, old friend, 
that NBC and WMBG teamed up to bring 
the south the best radio service 
available anywhere. Some 11 years 
later we teamed up again oh TV — the 
first in the south. During these years 
we've been happy together, we've been 
distressed together, sometimes 
we've even quarreled together. But 
we've unfailingly admired your courage, 
vigor, and high purpose. As we see it, 
today your eye is on the ball as 
never before. Even if we don't 
agree ivith all you do, we're confident 
that your oft-demonstrated ability to look 
at the whole problem fairly and squarely 
will keep you ( and us) on top for at least 

the next 25 years. 



WMBG " WCOD 



FM 




'itp tdcasBBSiation 



It's the Silver 



WTVR™ 




,C and WMB» 



Haven* & Marim Stations ore the on/y 
complete broadcasting institution in Richmond 
Pioneer NBC Outlets for Virginia's first market 
Represented nationally by John Blair 8> Company 



FIRST STATIONS OF VIRGINIA 



Sponsors may cut 
use of product 
name TV 
backdrops 



What ever 
happened to 
Duane jones suit? 



Longines, heavy 
air user, is 
moving up ladder 



Use of films 
made for TV 
is spiralling 



New BMB now 
assured of 
start: Baker 



One immediate result of proposed new NARTB TV Code may be cutdown in 
use of product name as backdrop for TV shows . While such sponsor- 
identification gimmicks are not outlawed by code, it suggests they be 
limited. Rather than risk public-relations imbroglio , several TV 
advertisers told SPONSOR they were considering modifications in pres- 
ent format . (For article on new code, see page 27.) 

-SR- 

Despite promises of quick action , latest word on 1 'affaire Duane Jones 
is that ad agency president's suit against his 9 ex-employees is still 
"in preparation." Jones' administrative assistant Vera Whelpley told 
SPONSOR agency's attorneys, Boyle & Reeves, New York, were preparing 
documents for suit, but she set no date for actual suit. Meanwhile, 
Jones has begun comeback with 2 small accounts, National Selected 
Products, Inc., (pie-crust mix makers) and National Re-Clean Corp. 
(Brooklyn home dry cleaner firm). To demonstrate that he takes same 
medicine that he recommends to clients, Jones used "premium" technique 
to announce pie-crust account, sending cigars to 850 prospects via 
Western Union Messengers. 

-SR- 

Longines-Wittnauer Watch Company, which spends nearly 70% of estimated 
$1,650,000 budget on ai r (via Victor Bennett), is moving up on indus- 
try's "big 2" firms, BuTova, Elgin. Longines' estimated $20,000,000 
in net sales is notch above Hamilton , now at about $19,000,000. (Bul- 
ova is way out front with $45,000,000; Elgin is second with $30,000,- 
000.) Both of leaders spend from 10% to 100% more in total ad budgets 
than Longines. And in terms of sales growth Longines ad dollars are 
more, efficient, according to SPONSOR estimates (see story page 30). 

-SR- 

Extent to which tailor-made film programing for TV is spiralling is 
indicated by record of United Television Programs. With 5 syndicated 
shows in its stable and another just being released, UTP billings for 
month of October were close to $100,000 , show every sign of continuing 
to grow. One factor in firm's success is fact that film series like 
"Fireside Theatre" have proved saleable f or second and t h ird time 
around . Also important is rate card providing local sponsors with 
programs at cost they can afford to pay. 

-SR- 

Successor survey to now defunct BMB may soon get under way . Kenneth 
Baker told SPONSOR his new Standard Auditing and Measurement Services, 
Inc. is now assured of g o ing ah ead with new circulation survey for 
radio. Baker says he n eeds 400 stations to pay his expenses and that 
by month's end he had 300 signed and over 100 promised . Stations 
signed include som e of nation's biggest outlets . 
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REPORT TO SPONSORS for 5 November 1951 



ABC-Paramount 
merger awaits 
15 fan. hearing 



KNX shows AM 
listening still 
high in TV homes 



Rheingold to up 
AM-TV as result 
of 'election' vote 



Drano stages 
expanded fall 
spot campaign 



Color TV 
figured in future 
plans of many 



Rorabaugh may 
launch soap 
report by 1 5 Feb. 



Both broadcast advertising and Hollywood businessmen are keeping their 
eyes fixed on 15 January 1952 . That's date FCC is scheduled to hold 
hearings on United Paramount Theatres, Inc. merger with ABC. One 
factor which may weigh in Paramount * s favor is argument that, while 
movie exhibitors-broadcasting merger might tend to lessen competition 
in one sense, shot in arm for ABC w ould actually heighten competition 
within radio and TV. 

-SR- 

Evidence of powerful evening radio listening in TV homes in Los 
Angeles (nation's second biggest TV market) is shown dramatically by 
KNX analysis of Pulse data. Figures reveal radio listening in L.A. TV 
homes between 6:00 p.m. and 12:00 p.m. is slightly more than two- 
thirds as much as listening in all homes. Or, statistically, radio 
listening in TV homes had a 15.1 rating compared to 22.0 for all 
homes, meaning 68.6% as much radio listening in homes with TV as in 
all homes. Reports Sherril Taylor, KNX sales manager: "Early evening, 
mid-evening and late evening hours — al l have at leas t .6 TV_homes lis- 
tening to radio for every 10 radio homes that have their sets on." 

-SR- 

Liebmann Breweries is h ypoing its radio and TV budget following spec- 
tacular returns in current Miss Rheingold contest. After pulling over 
8 millio n v otes last year, Rheingold (via Foote, Cone & Belding) 
stepped up this year's promotional budget, bought radio and TV an- 
nouncement campaign which was heaviest in their history . As result 
ov er 12 million Miss Rheingold ballots were cast this year. Sponsor 
has boosted Les Paul and Mary Ford jingles to record intensit y. 

-SR- 

You can expect Drackett Company, Cincinnati manufacturer of Drano 
and Windex, to stage expanded autumn air campaign. Lloyd Gallery, 
account executive at Young & Rubicam, New York, told SPONSOR 2 prod- 
ucts are now getting big play via sp ot radio in 50 markets nationall y 
and sp ot TV in 7 markets. 

-SR- 

Though CBS color had not developed much momentum before Defense Ad- 
ministrator Wilson's crackdown, many sponsors had been quietly in- 
clu ding color TV in future plans . Cannon Mills, for example, top 
white-goods firm, expected to make color commercials for showing on 
department store color sets and, eve ntually, over air . Cannon likes 
color for its value in showing towel line. Meanwhile, firm has become 
first of i ts kind on both radio and TV with f 800, 000 air budget divided 
equally between CBS-radio "Give and Take," and NBC-TV daytime Kate 
Smith. Y & R handles radio, N.W. Ayer does TV (see story page 36). 

-SR- 

N.C. (Duke) Rorabaugh now plans to launch his new report on spot radio 
advertising of soap companies to co v er last quarter of 1951 . Both 
Procter & Gamble and Lever agencies have signed up to buy first report 
and Colgate is believed to have given its agencies go-ahead. National 
representatives, too, apparently favor plan. If no hitch develops, 
report would be in hands of subscribers by 15 Febru ary 1952 . It would 
be f irst ava i labl e lis ti ng of spot radi o advert ising by soaps. 

(Please turn to page 52) 
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YALE 
In Winning Streaks* 

WHEC 

In Rochester Radio 



« ^TuTlast g ame 

Sta T S i fSf football season 
of the l88 ; r \Vesleyan, and 
a w'm over w £ rince ton 

continuing V; rtorY tta il in 
broke the EH virtoty ^ 
^ ^Vr-n ^ straight 
season Vale rea k 

Hoop J eI ! WHBC listener 
decided sta uons 
preference. ^ 
Cooperating ^ 



WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 
NoteWHEC's leadership morning, afternoon, evening: 



STATION 



STATION 



STATION 



WHEC B 

MORNING 38.4 25.7 

8:00-12:00 Noon 
Mondoy through Fri. 

AFTERNOON 45.4 29.3 

12.00-6;00 P.M. 
Mondoy through Fri. 



7.0 



STATION 



9.3 



6.6 11.5 



EVENING 

6:00-10:30 P.M. 
Sunday through Sat. 



33.3 30.4 9.7 11.5 

WINTER-SPRING, 1951-52 

latest before closing time 



STATION 

E 

14.6 



3.4 



12.5 



STATION 

F 

4.0 



2.6 



Stotlon 
Broadcasts 
till Sunset 
Only 



BUY WHERE THEY'RE LISTENING: - 





NEW YORK 
5,000 WATTS 



Representatives: EVERETT- McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., Los Angeles, Son fronci«co f 
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ARTICLES 



"Anythiny-yoes" TV era on tray out 

Proposed NARTB TV Code is best in the history of such broadcast regu- 
lations. It has real enforcement teeth in It 



Institutional? Sure . . . hut it sells for Lonyines 

With 70 r 'e of its $1,650,000 budget now in air advertising, Longines-Witt- 
nauer has climbed to success, using approach that combines dignity, selling 



Now to keep Itetls off the air — sanely 

In the concluding article of this series, industry figures suggest constructive 
techniques for eliminating Reds — without use of "Red Channels" 



So you think yon own your own jinyle! 

ASCAP claims vital performance rights to jingles written by ASCAP com- 
posers. But many accounts are unaware of this confusing situation 



Why Cannon turned to radio and TV 

First venture of major white-goods firm away from printed media was into 
NBC's "Operation Tandem." Now Cannon allots $800,000 to radio and TV 



Ont-of-home listeniny: mystery heiny removed 

More research than ever before is available. Among the latest studies is a 
searching qualitative analysis by WHDH, Boston 



Tfiis new formula makes air buyiny easier 

WEIM manager Henry Molina develops step-by-step "flowchart" for syste- 
matic timebuying. It's A-B-C stuff for national buyers — or is it? 



COMING 



Sales health for a vitamin firm 

Vitamin Corporation of America is going all out on the air, has extensive ■ ( j _ r 
announcement campaign, network show totalling $2,000,000 in billings J 



Public utilities on the air 

In communities all over the U.S., electric light and gas services are using 
radio and TV to maintain good public relations 



/t close up on the researchers: part I 

SPONSOR is preparinq a series which will examine in detail just how the 
/arious radio and TV researchers compile their data. First article on Hooper 
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©Jean Raebum 

COVER: Broadcast advertising recently got a 
shot in the arm when Cannon Mills became 
first and only manufacturer of household 
goods to use the air medium in big way. Can- 
non, which got its feet wet with NBC's "Tan- 
dem," now spends about $800,000 on radio 
and TV. (See story, p. 36] Handling its "Give 
and Take" CBS radio show at Young & Rubi- 
cam are (from left) Harry B. Carpenter, ac- 
count supervisor; Mildred Black, commercial 
chief; W. H. Kierstead, merchandising execu- 
tive. N. W. Ayer handles TV for the firm. 
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In Washington D.C.... 





MORE PEOPLE 
LISTEN 

TO WTOP 
than to 
any other radio 
station 

SHARE DF RADIO AUDIENCE* 
WTOP 

^^^^^^^^M 22.9 % 
Station B 

■■•jjjjjsb is.2* 

Station C 

14.4 % 

Station D 



14 other local 

plus outside stations - • - 3^.45 
* Pulsa , July- August 1951; total walk 



WTOP 



THE WASHINGTON POST-CBS 
RADIO STATION 
REPRESENTED BY CBS RADIO SPOT SALES 




MORE PEOPLE 
WATCH 
WTOP-TV 
than any other 
television 
station 

SHARE OF TELEVISION AUDIENCE* 
WTOP-TV 



Station B 



Station C 



Station 0 



. 29.BX 



. I8.8£ 



. 15.6% 



* THapgfca. UfAmbu mt ; total waak 

WTOP-TV 

THE WASHWOTON POST— CBS 
TELEVISION STATION 
REPRESENTED BY CBS TELEVISION SPOT SALES 




BETWEEN 
COMMERCIALS 






BY 
KAY 

MULVIHILL 



'Tunes At Ten" — KSFO's 
new hour long, Monday thru' 
Friday music program is fast be- 
coming Northern California housewive's 
'radio delight'. 

For the homemakers are now getting an op- 
portunity to tell KSFO 
and their listeners 
what they would do 
if they were emcee- 
ing a radio program. 

Conducted by 
Bay Area radio 
favorite — Wally 
King — "Tunes at 
Ten" is currently 
inviting the house- 
wives to write in, 
andygive their ideas 
as to how they would handle a disc 
jockey show. 

From the hundreds of letters now pouring 
into KFSO's mail department, a daily winner 
is selected, and invited to guest as emcee. 
The housewife penning the best letter of the 
week, not only takes over as platter spinner, 
but takes home a handsome portable radio 
as well. 



WHAT'S YOUR OPINION? 

Acclaimed throughout the Bay Area 
as an outstanding public service pro- 
gram, is KPIX's new weekly television 
series — "What's Your Opinion?" 

Produced under the auspices of KPIX, the 
San Francisco Junior Chamber of Commerce 
and a Citizen's Advisory Board — the tele- 
forum is designed to stimulate interest in 
topics of community concern and provide an 
opportunity for open and lively discussion on 
subjects of immediate interest to all. 

Subjects already discussed by promi- 
nent guest panelists, include: "Are the 
Brakes on Inflation Holding?". "Are We 
Losing the Battle for Asia?", and "The 
Mayoralty Candidates Speak for Them- 
selves", 



CHANNEL 




R«pr«m*d by Wm, 0. tUmbaau Co, 



SAN FRANCISCO 




by 

Robert J. Landry 
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Some 30 years ago when KCA was put together out of an Alexander 
Alternator, a vacuum tuhe. some old General Electric coils, a few 
bananas, a lock of Wood row Wilson's hair and four yards of Navy 
gold braid, the important faet was that, at the baptism, the United 
Stales Government stood by in the benign role of God-parent. RGA 
and all its enterprises has ever since (granting there have been 
plenty of difficulties and slowdown periods) enjoyed the solar warmth 
residual in the original facts. 



The climate of Go\ eminent opinion in which KGA was sired was 
not to last long. Indeed within 10 years RCA itself was being chas- 
tised and "stipulated" and for two-thirds of its history RCA has been 
one-part business and one-part public relations problem. 

* * * 

Still the jo\ous endowment of RCA at birth has ever since haunted 
all would-be rivals and today, as CBS is stopped dead in its eolor 
television tracks by a Government ediet, the second stop-dead for 
CBS in this area, and by Government ediet. in five years, it is again 
evident that a good way to grow up rich is always to have a rich pop. 

* * * 

It ma\ be a long time helore anybody has the information to tell 
the full tale of the whole complicated TV eolor struggle. But this 
was sufficiently clear in recent years: CBS was dreaming a great 
dream of bearding RCA in the industrial-manufacturing-patcnt-lieens- 
ing field. The dream as spelled out in the sky-writing seemed to read 
S60.000.000. 

* * * 

Where is that dream today? What price Government attitude? 

* * * 

True enough. CBS has not played its last card, nor resigned from 
the human race, nor lost all friends in Washington. But when it is 
free to resume at some now unknown date under now unforeseeable 
conditions. CBS may well have to re-fight all its battles and seek 
again, with no assurances of winning, a substitute victory for the 
now-aborted victory of having been for a lime the owner of the. only 
FCC-authorized system of commercial color TV. 

* * * 

IVrhaps now is as good a place as any to ask. too, the question of 
1054. At that date, it says here, the original cross-licensing arrange- 
ment in patents will expire. This is the foundation of the RCA 
advantage of starting each and every fiscal year with a credit of 
some tens of millions of dollars (some guesses run to S70.000.000) 
in assured roy all) income — obviously an enormous source of strength 
and prestige to the BCA-conneeted networks in battling their un- 
connected rivals. 

(Please turn to page 74 I 
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U NEED THE 
TZER STATIONS 
> GO OVER THE TOP 
WESTERN MICHIGAN! 



>u're trying for the rich Western Michigan mar- 
WKZO-WJEF and WKZO-TV are far and 
y your best radio and television values. 

HO: WKZO and WJEF deliver about 57% more 
listeners than the next-best two-station combina- 
in Kalamazoo and Grand Rapids — yet cost 20% 
I In addition to acknowlegded home-town superi- 
k WKZO-WJEF have also greatly increased 
r unduplicated rural audiences over 1946 — up 
% in the daytime-, 52.9' f at night, according to the 
I BMB Report. In the Grand Rapids area alone, 
means an unduplicated coverage of 60,000 
les, day and night! 



TELEVISION: WKZO-TV, Channel 3, is the official 
Basic CBS Outlet for Kalamazoo-Grand Rapids. A 
new 24-county Videodex Diary study, employing the 
BMB technique, shows that WKZO-TV delivers 
54.7% more Western Michigan and Northern In- 
diana homes than Western Michigan's other TV 



station 



Get all the facts on WKZO-WJEF and WKZO-TV! 
Write direct or ask Avery-Knodel, Inc. 



irnelius Warmerdam of the San Francisco Olympic Club set this world's record on May 23, 1942. 



WKZO-TV wkzo 

fit?* i« WESTERN MICHIGAN ^ , N KALAMAZOO 
and NORTHERN INDIANA and GREATER 

WESTERN MICHIGAN 
(CBS) 



ALL THREE OWNED AND OPERATED BY 



FETZER BROADCASTING COMPANY 

AVERY-KNODEL, INC.. EXCLUSIVE NATIONAL REPRESENTATIVES 





Look whats up in L.A.i 



! 



KNXT is Oil MoUllt Wilson ! And. for advertisers, that's way up. 
Because the same switch that this week boosted the former ktsl's power 
10 times — from a transmitter that's almost a full mile above Los Angeles- 
gives advertisers an out-of-this-world audience! 

Viewing's up— and zooming! knxt's high-flying new signal 

carries your message to Los Angeles' 1,000,000-plus television homes more 
brightly and clearly than ever before . . . and into an area almost four times 
larger. All the prospects you want to see can now see you ! 

Olir new lianie is Up ! We're painting the town this week. Literally. 
It's up with KNXT — the new Channel 2... CBS Television's key station 
on the Coast — wherever we can find space. And it's up with knxt's stars, 
already well on their way to being Los Angeles* highest! 

Hitch yOUr product tO KNXT! And you'll have the best team 
in town, knxt's new r signal will get you into Los Angeles' living rooms, and 
knxt's fast-rising stars and shows will keep you there. To sit on top of 
the world in the nation s second largest television market..'. 
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get on KNXT today! 

The new Channel 2 

Los Angeles • CBS Owned 

Represented by CHS Television Spot Sales 



NOW! Omaha 
100,000 Set 
TV Market* 

Omaha Among the 

Nation's Basic 
Television Markets 

Here's MORE PROOF that KM TV 
is a must for your basic TV sched- 
ule! This rich Missouri Valley mar- 
ket has long been noted for its 
high spendable income per capita. 
Now your TV sales message can 
reach into 100,000 of these homes 
. , . SELLING your products and 
services! 

In addition to this tremendous 
audience, only KMTV offers you 
these FOUR BIG PLUS VALUES! 

— According to latest 
1 PULSE TELEREPORT, KMTV 
leads in share of audience in 5 of 
the 6 time segments surveyed! 

Ly[u-> — KMTV Merchandising 
I support advertises your adver- 
tising. Promotion spots, dealer- 
clistributoL" contacts, point-of-sale 
displays . . . all are audience- 
builders! 

Via* Programs of three great 
I networks — CBS, DUMONT. 
ABC, have built a large and loyal 
audience for KMTV program- 



ming 



— New equipment, studio 
I remodeling, big new library 
... all facilities enable KMTV to 
do the best sales job at the local 
level! 

^November 10, 1951 estimate 
of Nebraska-Iowa Electrical 
Council. 

Kimv 

TELEVISION CENTER 

2615 Farnam Street 
Omaha 2, Nebraska 
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Urid«r Manaf)*m&r>l of 

MAY BROADCASTING CO. 

Shcnandeah, iowa 




^Madison 



RAYEX AND RADIO 

One of the most interesting and illu- 
minating articles I have ever read 
ahout the importance of radio advertis- 
ing in building up national distribution 
was published in the 8 October issue 
of sponsor. 1 Mease accept my congrat- 
ulations on its effective presentation. 
The article in question was titled: 
"Black-and-white couldn't build Rayex 
distribution. Radio did!* 

It has struck me that a dozen or so 
sets of this article in its original mag- 
azine form would be an invaluable aid 
to our account executives in building 
and maintaining their accounts. 

Once again: '"Congratulations!" And 
not just for this article but for con- 
sistently maintaining a trade magazine 
for the broadcasting-telecasting indus- 
try that is bead and shoulders above its 
rivals in the field. 

M. Veil Copeland, J . P., 
Don II. Copeland Adv., Toronto 



"SPACE AND TIME" 

In your column "Men. Money and 
Motives" in the 10 September issue of 
sponsor you mention the advertising 
newsletter "Space and Time. ' We are 
interested in obtaining copies of this 
publication, but have been unable to 
ascertain the publisher. 

We would appreciate it if you would 
advise us whom to contact in order lo 
accomplish this. 

Claire A. Young, Secy to Rex. Dir. 
'. MacFarland. Aveyard & Co., Chicago 

• lloli I.aiulry's ne*, >lrtt «t *'S|>are & Time"* ran 
In* obtained hy wriliiiR hiiti at IS West 70th 
Strrrl, Yen V..rA 23, V. V. 



OUT-OF-HOME RADIO 

Your editorial in your 8 October is- 
sue is a very forthright and courageous 
article. 

I hope yon will continue your cam- 
paign lor oiit-of-home set measurement 
particularly automobile sets. This 
should he a network industry study and 
is overdue. 

John K. Herbert. / ./'. /'// Charge 

oj Radio Xftiuorli Sales 
XltC. A'eie York 



CANADA COMMENT 

Though a little tardy, I can't pass by 
the opportunity of congratulating you 
on the excellent radio section on Can- 
ada. 

It was most thorough and an evi- 
dence of much work and good think- 
ing. Hearty congratulations. 

Tom Slater, V.P. 

Ruthraufi & Ryan, N. Y. 



"ADVISE RE COPY" 

As a traffic department gal at a ra- 
dio station (a Katz Agency station. — 
ed.). when I write "advise re copy'' 
to salesmen and agency people. I mean 
— is it transcription? Is it live? Is it 
a transcription with dealer tag? 

When I confirm an order. I imme- 
diately type all broadcast orders and 
distribute them. I give one to our Traf- 
fic Manager, who types up strips with 
all information and puts on Traffic 
Board. She asks me "ET or live." 1 
answer, "T dunno." I give one to Tran- 
scription Department, who enters all 
transcription information in our ET 
Book, and she likewise asks me, "Shall 
I enter this in ET Book or is it live?" 
1 answer, "I dunno." 1 give one to 
Continuity Department, who makes up 
a special folder if live copy is expected. 
She asks, "Shall I make up a copy fold- 
er for this one?" and 1 give the same 
answer, not knowing from nothing. So, 
all departments are hanging fire with 
incomplete records until I can find out 
if their particular department is con- 
cerned with this particular order. 

When 1 do find out (if not given all 
this information at time order is 
placed ) I dash merrily around to all 
various departments like a female Raul 
Revere yelling, "It's an ET, so take 
down all strips on board and add it." 
"It's live copy, so take out of ET book 
and add to Copy Book." Or else I have 
to type a special memo and send 
around to everyone. 

As far as the agencies sending copy 
in plenty of time, it's true in most 
cases. However, in the case of a cer- 
tain account which was ordered 19 
July to start 20 August, by 18 August 
no ET was here. Wired Katz, Katz 
phoned the agency, and by Tuesday 
f 21 August) we found that the ET bad 
been sent to another station hy mis- 
take! We lost two spots, with no way 
to make them up. so had to give them 
credit for two days missed, even though 
we had the order a month in advance. 
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SPONSOR 



WREC 



es you 




According to the latest 1950 census figures available, Mem- 
phis and the rich 76 county Memphis Market shows a definite 
population increase. 

WREC in its coverage of the Memphis market 
now reaches more sales prospects than it did 
ten years ago — and as a result advertising on 
WREC delivers MORE SALES than EVER before. 

YET, THESE SALES IN THE WREC TERRI- 
TORY COSTS YOU APPROXIMATELY 10% 
LESS THAN BEFORE. 



WREC HOOPER RATINGS AVERAGE HIGHER 
THAN ANY OTHER MEMPHIS STATION 



WRE 




AFFILIATED WITH CBS-600 KC-5,000 WATTS Memphis No. I Station REPRESENTED BY THE KATZ AGENCY, INC. 
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The last word in quality — in economy! Amazing Micro- 
groove is setting new standards for the transcription busi- 
ness . . . Winning more and more enthusiastic customers 
— such as the one whose case history is shown at right! 

QUICK, CONVINCING FACTS . . . 
1 0" Record . . . full 75 minutes per side. 
1 2" Record . . . full 25 minutes per side. 

• Cuts costs ... as much as half! 

• Smaller disc . . . more program time! 

• Big savings on packing and shipping costs! 

• Famous Columbia Quality throughout! 

CALL, PHONE OR WRITE: 

COLUMBIA 

TRANSCRIPTIONS 

Los Angeles— 8723 Alden Drive, BRadshaw 2-5411 
New York— 799 Seventh Avenue, Circle 5-7300 
Chicago— 410 North Michigan Avenue, WHitehall 4-6000 

Trade Marks "Columbia," "Masterworh," 
<§) Reg. U S. Pal. Off. Marcos Rtgislradat 




The Transcription Industry's 
Greatest Development Is 

THE NEW COLUMBIA 
MICROGROOVE DISC 



10" 



FULL 15 MINUTES PER SIDE 




CASE HISTORY #5 

week 

compa ' 9 T ^ 

415000 $1° 000 
Processing 390.00 210.00 

Pressings '/ 30.00 Im- 
pacting 55.00 ^J^t== 

Shipping "JSToO $339.00 

$625.00 
339.00 

^£5q~ Saving -46% „ fu „ d ..a«. * '••»«•" 
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Another piece of business was or- 
dered 10 July to start next Tuesday 
(two months later). This is Friday af- 
ternoon, with a long holiday weekend 
coining up, no mail deliveries, etc. on 
Sunday or Monday, and still no ET is 
in the house! The Tuesday schedule is 
typed up with no ET number beside 
the account for the engineer to cue in. 
because the darn thing isn't here yet! 

That's why I sometimes write "ad- 
vise re copy." . . . Please! 

a traffic gal at 
a Southern station 

• Because of the important point-of -view it re- 
veals, this letter v> as mailed to 200 key time- 
buyers hy The Katz Agency, 



WINCHELL SPONSOR SPEAKS 

I wish to express to you my thanks 
for the "Mr. Sponsor" which appeared 
in your 8 October issue of SPONSOR. I 
think this article is written in a very 
dignified manner. 

E. H. Bobst, Pres., 
Warner-Hudnut, N. Y. 



TRANSIT RADIO O.K. 

When was Paul Segal last on a bus? 

In his letter published in your 24 
September issue, Mr. Segal, who has 
been the legal counsel for the small 
minority which opposes Transit Radio, 
rehashes the same old arguments. 

But he must have had his tongue in 
his cheek, because when Paul talks 
about "tired workers who have to 
stand in a crowded bus in order to get 
home" he sure as heck isn't talking 
about himself. I doubt if be has ever 
been on a Capital Transit bus and 1 
sometimes wonder whether he has ever 
heard WWDC-FM's T ransit program- 
ing. 

The complaints against Transit Ra- 
dio haven't come from Mr. Segal's 
"tired workers.'' They like it. It makes 
their ride more pleasant. They enjoy 
the relaxing, soft, music and they re- 
spond to the commercials. Some of 
them even write us letters offering to 
contribute money to help us keep 
Transit Radio alive. 

Let's not kid ourselves. Some of the 
fanatics who are opposing Transit Ra- 
dio here in Washington are opposed 
to all advertising. Some of them are 
the kind of people who just can't let 
other people enjoy themselves. A few 
are idealists who see an imaginary at- 
tack on their freedom. Mr. Segal un- 
doubtedly belongs to the latter group. 
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So far as the NARTB is concerned, 
the question of whether NARTB 
should enter the Transit Radio case in 
the Supreme Court was thoroughly dis- 
cussed pro and con at a Board meeting, i 
and was unanimously approved by the 
Board. The Board represents the mem- 
bership, so again 1 think that Paul 
Segal has his tongue in his cheek 
when he says, "the NARTB speeches 
do not reflect the general sentiment of 
the membership." 

Ben Strousk, Gen I Mgr. 

WW DC, Washington. 1). C. \ 



SPANISH RADIO 

We've just received our copy of 
sponsor's list of Spanish Language sta- J 
lions in the Southwest. 

In perusing the list, we noticed im- 
mediately the incompleteness of that 
important section headed "Border Sta- 
tions, Mexico." While the four sta- 
tions you list are important, they are 
but four of many that should have been 
listed. Among those border stations 
which we represent are XEJ, Juarez- 
El Paso; XEAS, Nuevo Laredo-Lare- 
do; XEAC. Tijuana-San Diego; XED. 
Mexicali-Calexico; XEMU. Piedras 
Negras; and two of those you included 
— XEO. Matamoros-Brownsville, and 
XEOR. Reynosa-McAUen. 

An important asset of these stations 
is that they program locally completely 
in Spanish. They are not competing j 
with the powerhouses which broadcast ( 
basically in English for U.S. audiences. | 

We have noticed that various adver- 
tisers often assume that the stations 
in your list are "heavy" in Spanish. 
This is not the case all the time, and 
perhaps in future copies of your list j 
you will not only add the above border 
stations but will separate the stations ( 
into groups of "less than 20 hours j 
Spanish weekly." "less than 60 hours J 
but more than twenty hours Spanish 
weekly" and "full time Spanish," or 
some similar designations. These dis- 
tinctions are important. 

We want to assure you that "How , 
to win with Juan" has been a valuable I 
aid to us in familiarizing prospective 
advertisers with the potentialities of 
Spanish radio in the U.S. The list of I 
national accounts added to the Span- 
ish language stations we sen ice has in- 
creased by more than 20 in two 
months ! 

Arthur Cordon, Gen' I Mgr. 
National Time Sales. A'. Y. 




. . . that's super salesman 




Tom Dailey of 

"RECALLIT 

AND WIN" 

Like the pied piper of 

legend, Tom Dailey's 
music gathers listeners — 

plenty of them every day 
at 11 a. m. — from St. Louis, 

out-state Missouri and 
Illinois. 

Those housewives love to 

hear Tom play the songs 
of yester-year. . . the 

music that brings back a 
host of pleasant and 

treasured memories. 
Call them sentimental! 

But rain or shine, six days 
a week, the studio's 

packed. And the air 
audience is packed, too. 

It's such a following that 
adds to Tom's sales . . . 

with more sales! 



G/ob«- Democrat Tower B/dg. 
Saint Louis 




<7A* KATZ AGENCY 



New and renew 




5 NOVEMBER 1951 



I. New on Television Networks 

SPONSOR AGENCY NO. OF NET STATIONS 



Br ist ol-M yers Co 


IWilw.i-f v Cliff i*n1 Jt' 

uonc rij ; ijiiii uru <v 
Shenfield 


A BC-TV 


1 4 


Carter Products Inc 


Tail R->tAC GCfD 

I6U nates, 


ABC-TV 


IH 


duett, Peahody & Co. 


Young & Rubicain 


ABC-TV 


36 


Ekco Products Co 


Earle Ludgin 


CBS-TV 


28 


General Mills Inc 


Dancer-Fit zgerald-Sam- 
ple 


ABC-TV 


36 


General Motors Corp 
(Chevrolet div) 


Campbell-F.wald 


IV BC-TV 




Minuto Maid Corp 


Ted Rates 


ABC-TV 


33 


Quality Importers Ine 


Al Paul Left on 


ABC-TV 


2 


Radio Corporation of 
America 


.T. Walter Thompson 


NBC -TV 




Rhodes Pharmacal Co 


O'Neil, Larson & 
McMahon 


ABC-TV 


18 


Union Carbide and Carbon 
Corp (National Carbon 
Co div) 


William Esty 


CBS-TV 


16 


Vitamin Corp of America 


Milton Weinberg; Harry 
B. Cohen 


A BC-TV 


5 


Warn er-IIud nut Inc 


Kenyon & Eekhardt 


ABC-TV 


33 



PROGRAM, time, start, duration 

I oodini the Great; Sat 11-11:15 am; 6 Oct; 
52 w ks 

City Hospital; alt Sat 12:30-1 pm; 26 wks 
Herb Shriiier Time; Th 9-9:30 pm; 11 Oct; 52 
wks 

Frank' Sinatra Show; T 8-8:15 pm; 9 Oct; 52 
wks 

Betty Crocki-r Star Time; Sat 12-12:30 pm ; 3 

Nov; 52 wks 
Dinah Shore Show; T, Til 7:30-45 pm; 27 Nov ; 

52 wks 

The Gayelord Ilauscr Show; W, ¥ 1-1:15 pin; 

31 Oct; 52 wks 
Crusade in the Pacific; T 10-10:30 pm ; 30 

Oft (New York); Tli 8:30-9 pm; 1 Nm 

(Hollywood); 26 wks 
Unnamed; F 8-8:30 pin; 26 Oct; 52 wks 

The Clock; W 9:30-10 |>m ; 17 Oct; 52 wks 

Take Another Look; Sun 12:30-1 pm; 11 Oct; 
13 wks 

Lorraine Cugat Show; Sat 8-9 pm ; 13 Oct; 52 
wks 

The Frances Langf ord-Don Ameche. Show; M, 
W, F 12:45-1 pm; 8 Oct; 52 wks 



2. Renewed on Television NeticorUs 



SPONSOR 


AGENCY 


NO. OF NET STATIONS 


PROGRAM, time, start, duration 


Carnation Co 


Erwin, Wascy 


CUS-TV 


60 


Burns & Allen; alt Th 8-8:30 pm; 11 Oct; 52 
wks 


Carter Products Inc 


SSCB 


CBS-TV 


11 


Songs for Sale; Sat 10-10:15 pm; 6 Oct; 52 
wks 

Kate Smith Show; Th, F 4:45-5 pm; 13 Dec; 
26 wks 


Hunt Foods Inc 


Young & Rublcam 


NBC-TV 




Le\ er Brothers Co 


J. Walter Thompson CBS-TV 


63 


Lux Video Theatre; M 8-8:30 pm ; 1 Oct; 52 
wks 

Philco Television Playhouse; alt Sun 9-10 pm; 
21 Oct; 26 wks 


Philco Corp 


If utchins 


NEC-TV 




Philip Morris & Co 


Biow 


CBS-TV 


62 


I Love Lucy; M 9-9:30 pm; 1 Oct; 53 wks 



3. Station Representation Changes 



STATION 



AFFILIATION 



NEW NATIONAL REPRESENTATIVE 



KGGM, Albuquerque, N. M. 

KWRN, Reno 

W11RV, Ann Arbor, Mich. 

WKXL, Concord, N. H. 

WMAK, Nashville 

WOOD-TV, Grand Rapids, Mich. 



CBS 
ABC 
ABC 
CBS 
MBS 

ABC, MBS. CBS, DuMont 



Wce.-l & Co, N.V. 
W. S. Grant, N.V. 
The Walker Co, N;i. 
Adam J. Young Jr, N.Y. 
Radio Representatives, N.Y. 
The Katz Agency, N.Y. 



4. New antl Renewed Spot Television 



SPONSOR 



Best Food*. Inc 
Campbell Soup Co 

Carter Products Inc 
H. B. Davis Co 
Easteo Inc 
lludnut Sales Co 



AGENCY 

Lenten & Bowles 
Danccr-Fitzgerald- 
S ample 

SSCB 

Samuel Croot 
Rutltrauff & Ryan 
Dancer-Fitzgcrald- 
Samp'e 



NET OR STATION 



PROGRAM, time, start, duration 



WAFM-TV, 
WCAUSTV, 

WCBS-TV, 
WTOP-TV, 
WCBS-TV, 
WCAU-TV, 



Birm. 
Phila. 

N.Y. 

Wash. 
N.Y. 

Phila. 



1-miu purlie; 
I -in in partic; 



SI Oct; 39 wks (r) 
5 Nov ; 39 wks (n) 



1-min partic; 19 Oct; 26 wks ( n ) 

1 -mill partic; 1 1 Oct; 52 wks (r) 

[-mill aniieutt ; 22 Oct; 52 wks (n) 

1-niiii partic; 29 Oct; 13 wks (n) 



• In next issue: New and Renewed on Networks, New National Spot Radio Business, National 
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments 








Numbers after names 
refer to New and 
Renew category 

W. P. Booth (5) 

Emerson Foote (5) 

G. M. Lightfoot (5) 

Ralph Linder (5) 

G. A. Lydecker (5) 
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1. Sew find Renewed Spot Television (continued) 







Numbers after names 
refer to New and 
Renew category 

Eliz. Manning (5) 
John Monsarrat (5) 



M. J. Turner 
J. R. Warwick 
Mark Woods 



(5) 
(5) 
(5) 



SPONSOR 

C. F. Mueller Co 
Musterole Co 

\estle*s Chocolate Co Inc 
J €>lirt (f. Paton Co 
Pharina-Craf t Corp 
Philadelphia «S Heading 
Coal & Iron Co 

Procter * Gamble Co 

\ iek Chemical Co 
Viek Clieniieal Co 



AGENCY 



NET OR STATION 



Heck and 



Scheidelc 
W erner 
F.rwin, Wasev 
Cecil e» Preshrcv 
Hilton & Riggio 
J. W'alter 'I hompsoii 
M.Kce & Albright 

Danccr-F itzgc^al<l- 
S ample 

itnno 

KUDO 



\*ltZ-T\, Boston 
KSL-TV, Salt l ake 

WIIZ-TV, Boston 

WCIIS-TY. N.\. 
\* CI..S-TV, N. v . 
W TOP-TV. Wash. 

WAFM-TV, Birni. 

WCItS-TV. N.I . 
fli'MIT, N.Y. 



2()-s 



PROGRAM, time, start, duration 

e stn break; 30 Oet : 35 wks (n) 



1-iuin annemt; 2*J (let ; 26 »ks (n) 

1-min partie; 2.'t Oet; 10 wks <n) 

1 -in in annemt; I 9 Oet; 13 wks ( n ) 

1-min partie; 5 No\ ; 39 ivks (n) 

1-min partie; 20-scc aiineint ; 19 Nov; 
(r) 

1 -miii anncnit : 16 Oet : 39 w k-. < n ) 

1-min panic; 26 Oct: 13 wks <n> 

10-sec stn break; 29 Oct; 15 wks <n) 



52 wks 



\dvert\s\u<i \genefj Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



W . P. llooth 
Jose DiDonato ' 
Richard L. Fast I and 

Jim Evans 
John M . Fly nn 
Emerson Foote 
Charles P. Graces 
Mark Isaacs 
Marion Law Jr 
Ilarley Lcete 
Ccnr M. Lightfoot 

Ralph Finder 
D. Barker Lockctt 
Garrit A. Ly dec kcr 
El izahcth M . >1 aiming 

Gerry Martin 

G. C. McKcUey 

Frank Miller 

John Monsarrat 

C. Austin Moore 

Colour] Howard Nns-bauni 

C. Warren Smith 

Robert W. Tannchill 
Michael J. Turner 
J. P. Vi'arwiok 
Lee White 
Mark Woods 



liiow, N.Y, 

Poherl Orr, N.lt head radio-t* dept 
J. W alter Thompson 

WKX, Bridgeport, prog dir 

Federal, N.^.., acct exee 

Foote, Gone & Itelding, N.lt.. pres 

Grant, Wash., eop> writer 

C. J. LaRochc & Co, N.Y., exec 

Golmaii, Prentis & Varley, N.\ ., pub rcl dir 

lloefer, Dietericb & Itrown, S.F., aect exec 

Evans & Assoc, Ft. Worth, ratlio-tv dir 

Ken yon & Eckhardt, S.\ ., aeet supcrv 
VanSant, Dugdale & Co.. Balto., acct exec 
\ oung & Rnhicam, N.^. ,, > p 

General Foods, N.Y. (Franklin Baker div), 

consultant 
Dnane Jones Co, N.Y,, t\ \p 
WJW, Cle\e., member sis staff 

General Mills, M npl s.. pres. Farm Stores div 
Ceycr, Newell & Ganger, N.^., acct exec 
CI' "N It. Frederic ton. New It runs wick, sis mgr 
llarr> It. Cohen, N.^.., dir radio-tv 
Foote, Cone & Itelding, N.^ ., member re- 
search dept 

Itciiton & Howies, IN W ., acct exec 

G. M. Itasford Go, IV. Y., group acct mgr 

Warwick & Leglcr, N.^. ., \ p, dir 

ItltOO, N.Y., acct exec 

AltC, N,\ pres, vice chairman 



SSCI!. N.Y., exec 

Harry It. Cohen, N .Y., dir radio-t* 

Need ham. Louis and Itrorbv, N.Y,, mgr (new office. 

RKO Itldg,) 
Moore & Iteekinan, (Greenwich, acct exec 
Picard, N.Y,, acct exec 
McCann-Erickson, N.Y,, \ p, gen exec 
Federal, N.Y,, radio-tv copy w r iter 
Green-ltrodie, N.Y., acct exec 
J. W, Milford & Go, N.Y,, \p 
II. M. Lcete & Co, S.F., pres new agency 
Fuller & Smith & Ross, Cleve., assoc dir films. 

radio-tv 

Same, marketing \p. plans bo;ird member 
Lewis & Gilman, Phila., acct exec 
Biow, N.Y., \p 

M aiming Public Relations Firm, N.Y,, Boston, pres 

Geyer, Newell & Ganger, N.Y., \p 
Gatcs-ltourgcois, Clcve., acct exec 
G. M . Itasford Co, N. Y., marketing \ p 
Same, \p 

Imperial, Nova Scotia, radio dept mgr 

Same, exec on spec project- 

W . II. Lt>ng Co, York, research, media dir 

Gonipton, N.^ ., aect exec 
Same, \p 

Woods & Warwick, %,Y., agency partner 
Itiow, NiY,, acct exec 

Woods & Warwick. N.\.. agency partner 
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\c»ie Stations on Air 



STATION 



FREQUENCY 



WATTAGE 



OPENING DATE 



MANAGEMENT 



W PAZ, Pottstown, Pa. 
WOKK, Oak Ridge, Tenn. 



1370 kc 
1 130 kc 



1.000 daytime 
1,000 daytime 



1 Oct 
29 Sept 



llerli Seott. pen mgr 
Harry C. Weaker, 
pres-gen mgr 



7. Sew Setworh Affiliations 



STATION 

Kit VS. MaHerii-llnl Springs, Ark. 
Kl:l((r, Fngene. Oreg. 
KK^'V', PoeateMo, Ida. 

KMJ-'TV, l.os Angeles (formerly KFI-TV) 

Ml), Idaho Falls. Ida. 

KKI\, T*in T'alls, Ida. 

KOSV Ti-xarkuna, 'Texas 

K I T S, Ti'x ark ana, Texas 

kVin, 1 Hin Falls. Ida. 

WCIM. Ciimherlund, Md. 

WDSIi. Orleans 

VI IKO. Ir. .in, m. Ohio 

W KIIM . Jaekson. Mieli. 

\\ K\ It, Pa. Iiw ;.h. K>. 



FORMER AFFILIATION 



NEW AFFILIATION 



Independent 
LltS 

MI*S ; liitcmioiintain 
1 ndependent 
MltS; I literniountaiii 
VltC 

I lldepe II. lent 

>i its 

MltS; Internioiintaiii 

cits 

AltC 

I ndependent 
I ndependent 

>1 its 



UtS 

CHS 

cits 

Hon 1 ■ 

cits 

AltC./ 1 liter mo II nt a tn ; M ItS 

MltS 

l.ltS 

cits 

MltS 
NltC 
MltS 
MltS 

NltC (eff 15 Nov) 



WHO SAID MORNING 
RADIO LISTENING 
IS "OFF"? 
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yMrt% t it's 

W22.2X 



The 1951 Iowa Radio Audience Survey* reveals 
increased listening for every quarter hour, 5 a.m. to 
12 noon, 1951 over 1949! The increases range from 4.1% 
(10:45 to 11 a.m.) to 73.9% (6:45 to 7 a.m.), with an 
average quarter-hour increase of 22.2%/ 

This remarkable, almost exact comparison is possible 
because the 1951 Survey asked the same questions about 
listening habits at these hours, and at approximately the 
same week of the year as in 1949. 

For the twelve-hour period 8 a.m. to 6 p.m. the 
Survey found an average increase in adult listening 
of l4.4%! Yet all increases must also be weighed 
against the fact that loiva now has more families, 
more homes, more car radios, and more multiple- 
set homes than in 1949! It all adds up to an even 
greater amount of listening, making your Iowa 
dollar a better value than ever. 

With Its 50,000-watt, Clear Channel voice, WHO of 
course continues to be your best radio buy in Iowa. You 
can prove this to your own satisfaction by spending a few- 
minutes with the 1951 Iowa Radio Audience Survey. 
Write for your complimentary copy today! 




WIKI 



# for Iowa PLUS * 

Dm Moines . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 




FREE & PETERS, INC. 
National Representatives 



❖The 1951 Iowa Radio Audience Sur- 
vey is the fourteenth annual study of 
radio listening habits in Iowa. It 
■was conducted by Dr. F. L. Whan of 
Wichita University and his staff. It 
is based on personal interviews during 
March and April. 195 1 . with 9,180Iowa 
families — all scientifically selected from 
Iowa's cities, towns, villages and 
farms, to present a true and accurate 
picture of the radio audience in Iowa. 



5 NOVEMBER 1951 



17 




Hundreds of the country's finest stations announce with pride "THIS STATION /i 



ys General Manager Hutt: "Our Asscciated Press 
programs sell so easily and are so easily renew- 
that we wish we had more to offer. One news 
nsor is now completing his 14th straight year, 
to pulling power — once, during our AP newscasts 
offered a free map of Korea. Ten mentions over 
bur-day period brought more than 8,000 requests." 



th with AP NEWS 



'Associated Press news," says Station Manager 
liams, "is the foundation of our operation. This 
shown by listener surveys and by the fact that 
fcnsors are waiting in line for our key 15-minute 
newscasts." 

md from Martin N. Wyckoff, Secretary-Treasurer 
the New Brunswick Savings Institution: "In pulling 
r and prestige, AP news pays its way for us. 
announced the opening of Christmas Club ac- 
nts with one line following AP newscasts. THAT 

r 

DAY 100 accounts were opened." 



Associated Press . . . 

constantly on the job with 

• a news report of 1,000,000 
words every 24 hours! 

• leased news wires of 350,000 
miles in the U.S. alone! 

® exclusive state-by-state news 
circuits! 

• 100 news bureaus in the U.S.! 

• offices throughout the world! 

• staff of 7,200 augmented by 
member stations and news- 
papers . . . more than 100,000 
men and women contributing 
daily! 



RESULTS count! RESULTS are 
the payoff — RESULTS, whether 
in 8,000 inquiries or 100 new bank 
accounts. Associated Press news 
is a prime payoff for station and 
sponsor alike. 

Speedy, accurate news coverage 
builds big audiences . . . listening 
audiences . . . audiences tuned to 
the news ... and to the sponsor's 
message. 

Let Associated Press news help 
you write your own success story. 
For information on how you can 
profit . . . WRITE 




MBER OF THE ASSOCIATED PRESS." 





i SiiFe,W[]'rG Tops 




Average Distribution of 
Audience, Morning-After- 
noon-Night 

WIOU, Kokomo 69.6% 
"B" Station 9.3 
"C" station S.9 
"D" station 2.6 
"E" other stations 12.6 
(including AM-FM-TV) 

Average Station Ratings, 
Morning- Afternoon- Night 

WIOU, Kokomo 18.3% 
"B" station 2.4 
"C" station 1 .5 

"D" station .7 
"E" other stations 3.3 
(including AM-FM-TV) 



CBS 
A F F 



CON LA N SURVEY 



I L I A T E 



UIIOU 

1000 WATTS . 1350 KC 
_ KOKOMO, INDIANA 

Represented Nationally by . 

WEED 6- COMPANY 




Frank Clancy 

Vice President-General Sales Manager 
Miles California Co., Inc., Los Angeles 

A man whose work will never give him a headache is Frank Clancy ; 
his job is mainly that of promoting and selling Alka-Seltzer and 
One-A-Day vitamins. 

A Canadian by birth, Frank spent many cold winter evenings 
listening to his father (who'd been to California in the Gold Rush) 
reminisce about Southern California's mild weather, determined that 
be would get there some day. When he was graduated from Toronto 
University, however, Frank found himself in Vancouver, B. C, en- 
gaged in the importing business. Five years overseas during W orld 
War I intervened; after that, new tariff laws put him out of business. 

Then he came to California. Put in charge of sales in Los An- 
geles for the Brunswig Drug Company, Frank was not long in discov- 
ering that the real money was being made by the outside salesmen. 
As a result he went to work for Miles Laboratories of Elkhart. Ind.. 
selling their products in the West. Five years later, in 1931, Miles 
California Company was formed as a wholly-owned subsidiary. It 
was then that Frank was given the title and position which he still has. 

Miles of California has an unusual advertising situation. Covering 
a sales territory which includes California. Arizona. Nevada and 
Hawaii, the office also handles advertising in Washington and Oregon 
for the parent company. The cost of advertising in these two states 
is billed to Miles in Indiana while the latter bills the California com- 
pany for national advertising which conies into its area. 

Miles California Company spends approximately $1,000,000 in 
its sales area (through Geoffrey Wade Advertising) ; this is in addi- 
tion to its share of national promotion. About 80 r i of the budget is 
spent for radio with newspapers, car cards and point-of-sale mate- 
rial splitting the rest of the ad dollars. The bulk of the radio budget 
is spent for Alka-Seltzer" s Newspaper of the Air, a 15-ininute news- 
cast heard over 15 Don Lee stations plus the Arizona network two 
times daih. five times a week. 

KNB11, Los Angeles, telecasts a 15-minute Alka Seltzer Newspaper 
paper of the Air with TV announcements also used in Los Angeles 
and KING-TV, Seattle. 

With future sales prospects fine, Frank Clancy can relax and 
do some gardening. On Saturdays and Sundays he is generally out 
on the links trying to get his golf game down in the eighties. 
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SPONSOR 



MR. SPONSOR: 



WJBK-TV IS YOUR 
BEST TELEVISION 
BUY IN DETROIT! 

• . . and here's why 




WJBK-TV 
IS FIRST 



5 out of 7 nights a week (indi- 
vidual evenings 6 to 11 P.M.) 
WJBK-TV'saudience on Sun- 
day evening alone is a mam- 
moth 57.3! 
WJBK-TV's evening audi- 
ence for the entire week is 
41.3! 



Yes, sir! WJBK-TV has the television audience in 
Detroit, and these Hoopers prove it! Most impor- 
tant, WJBK-TV really delivers the goods — your 
goods — to this responsive audience in the wealthy 




WJBK 



♦TV Home Hoopcroting* 
August, 1951 



Detroit market. Whatever way you look at it, 
WJBK-TV is your best television buy in Detroit. 

Call your KATZ representative today. 



—AM 

— FM 

— TV 



DETROIT 



J'QTlOs The Station with a Million Friends 

NATIONAL SALES HEADQUARTERS: 488 MADISON AVENUE, NEW YORK 2 2, ELDORADO 5-2455 

Represented Nationally by THE KATZ AGENCY, INC. 
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New developments on SPONSOR stories 



with 

• Listenership gain of 59.5% , 

• Every Top CBS Program ] 

• Audience compelling local 
programming 



"I am a Belle of Old Mobile 

They say that I'm Old Fashioned. 
While other girls 

Win their pearls 
In shows like South Pacific 
I go my way, 

Busy every day, 
Malting the South Terrific!" 




♦Since 1940 
New Homes 30,221 
New Commercial 
Buildings 1216 ^ 

.National 4 
Representative, 1 

tdam J. Young, JrJ 

F. E. Busby, j 
General Manager" 
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Harvey Roffman, m.c. Don Perazzo sample one of 100 types of cheese radio-sold 

See: 




Issue: 



'(Jrooerv stores on the air"* 
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fellllje**!: Chains and dealer groups prove radio 
can do a selling joh 

A & I'. Pollack's, Grand Union, and other supermarket chains 
aren't the only ones who can use radio [o good advantage. Hoffman's 
Finer Foods of Omaha, Neb., lias shown what a local grocer can do 
saleswise with the proper air approach. 

Harvey Hoffman had something special to sell. His supermarket 
was open on Sundays and holidays, and featured such extras as soft 
background music, a delicatessen, lunch counter, complete fountain 
sen ice and specialty items, including over 100 types of cheese. His 
slant: a quarter-hour Sunday program, The Passing Parade oj Songs, 
on KHON, Omaha, which was aired at 12:30 p.m. to reach people 
just home from church. His special gimmick: Hoffman turned his 
hack on dry commercials which brim with such cliches as "the best" 
and "quality merchandise"; concentrated instead on material a la 
Henry Morgan. 

Thus, his "institutional" copy might read: "Wa> back in 1948, 
Harvey and Norman Hoffman, two young men who had been born in 
a grocery basket, sat brooding over a hot cup of Sanka. ... It was 
Sunday and the boys were out of food."' 

The cop\ goes on to tell how "the boys" gave birth to the idea of a 
supermarket which operates on Sunday. Another time the Rodmans 
sold meat b\ telling listeners. "All you folks with cast-iron stomachs 
will be glad to know that Hoffman's is featuring homemade sausage. 

Competitors, even Hoffman's family, scoffed. Hut over a period 
of three }ears his "dollar-and-cents answer to their doubts," as Hoff- 
man calls it, proves that a local grocer can use radio to his advan- 
tage: Sunday net sales alone increased from $750 the first year, to 
$1,600 t lie second, to §2,250 the third year. Sales per month showed 
December 1950 $10,000 over the same month in 1949; January 1951 
grossed $5,800 over January 1950 with February 1951 $6,800 over 
1950. Holidays, too, which formerly brought in $50 to $60 now 
gross $2,500 to $2,800; Friday business has also doubled. 

Important factor in his air success: Hoffman maintains the per- 
sonal element in his programing by joining m.c. Don Perazzo on the 
show every few weeks. Moreover, the store butcher and virtually 
every clerk in the store has guested on the program. 
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MORE 



Detroiters Listen To 



WKHH 

THAN EVER BEFORE 



• 1310 on the Detroit dial is g-o-o-o-i-n-g UP. 
Higher than ever before, WKMH is UP 58 more 
quarter hours —according to latest Detroit Pulse*. 
Yes . . . WKMH shows the greatest jump 
UP of any Detroit Market Station. 

*Detroit Pulse: July-August, 1951 

DETROIT IS LISTENING TO 

WKMH 

5000 WATTS 

DAYTIME-IOOO WATTS NIGHTS 



IN JACKSON, MICHIGAN, IT'S WKHM 
100 0 WATTS, FULL TIME. ..970 ON THE DIAL 



CONTACT YOUR HEADLEY-REED REPRESENTATIVE 
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Says Variety: " The Egg & I 
will have little difficulty 
building a sizable midday 
audience... most viewers 
will be presold . . .should 
easily nab a sponsor within 
a few more airings." 
Says The Billboard: "the 
Grade A label predominant. . 
humorous and heartwarming, 
undeniably rates attention 
from sponsors. It should get 
and hold an audience." 
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era on 



Will out 
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Proposed NARTB TV Code is 

best in history of air 
regulation, lias real teeth in 



Mil The advertiser's future in television 
H W just walked by, probably unnoticed b> 
most advertisers. It was 19 October, 
1951, to be exact, on which date some 80 rep- 
resentative television broadcasters, meeting in 
Chicago, endorsed a proposed code of TV pro- 
gram standards by which criteria, in the quick 
future, advertisers will begin to live, bringing 
to an abrupt, if timely, end the present catch- 
as-catch-can era. 

This code, the first ever written for the new 
sight-and-sound medium, sets forth in crowded 
•detail extending to 28 close-packed pages of 
mimeograph the hard-concrete specifics of fu- 
ture TV station (and hence TV network — and 
hence TV advertising) responsibility to quality. 

To orient advertisers on the significance of 
the historic new code, SPONSOR has prepared 
this analysis. It spotlights the major realities 
of the code and incorporates opinions of admen 
about it thus far. 

Formulated by a 12-man committee of the 
National Association of Radio - Television 
Broadcasters, the new code is not only a tough- 
fibred parchment as to language and promises 
but it sets up a Television Code Review Roard 
of six men, a permanent body to ride fence on 
all TV programs and advertising; it proposes 
a method for the regular processing of com- 

5 NOVEMBER 1951 




Under direction of NARTB TV director Thad 
drawing up seal which will be awarded stations 
code. "Doodles" are only a SPONSOR con 



, an"-artist 
adhere to 
of proposec 
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plaints relayed bv parent-teacher, wom- 
en's club, church, cultural and other 
sources: and finally it prov ides ma- 
chinery for bestowing ( and 'or with- 
drawing' visual "emblems" of TV re- 
spectability for u<e on main titles, test 
patterns, station insignia, time breaks, 
etc. 

The Telex ision Code is a pledge, 
precise and positive, of self-policing, 
of respect for and attention to justified 
public complaint. By these words, in 
numbered paragraph after numbered 
paragraph, on clear issue after clear 
issue, the television industry not only 
put* itM-lf on the record but on the 
spot. In the process of doing ju^t this 
it commits and binds the advertiser as 
surely as if he. the advertiser, had 
himself composed the document. 

Here is no mere pious rosary of 
prohibitions and must-nots, agreeing 
not to write nast) words on sidewalks. 
True, the code makes conventional 
obeisance to most of the Ten Com- 
mandments and deplores murder, rape, 
effeminacy. sassv brats and divorce as 
a commendable solution of family 
squabbles. The code's wider provoca- 
tion and significance resides in two 
novel aspects. First, unlike earlier ra- 
dio codecs which exhibited to the public 
gaze only the toothless gums of good 
intention, this code has built - in 
clentistr). Second, in many reiterated 
phrases this code says, nay proclaims, 
that the industry may justify its adver- 



tising privileges onlv by assuming a 
positive responsibility, and no quib- 
bling, to make a socially useful and 
social!) defensible medium out of TV, 
In fair inference, the code acknowl- 
edges that recent TV quality has been 
far short of this ideal. 

It would be premature to predict 
how the code's individual clauses will 
or might be interpreted and applied 
as to given programs. A candid script 
writer shrewdly observed "that no- 
gore-for-gore's-sake clause just as it 
stands now could put three shows I 
could name off the air overnight, or 
anyhow force the darndest series of 
< onferences to revamp format yon 
( ver heard of.'* 

Interpretation of the code w ill be the 
province of the Review Board, on 
which five practical telecasters will 
serve, no one for longer than two 
years, along with Judge Justin Miller. 
Chairman of the Hoard of NARTB. 
The possibility clearly arises that un- 
der imaginable circumstances an ad- 
vertiser's program, or script, or comic, 
or copy could be subject to the em- 
barrassment of the Code s machinery 
( f complaint, citation, censure. Com- 
mon sense suggests that in few cases 
would there be open sponsor defiance 
of the Code. But in such open defiance 
a two-thirds vote of the full \AKTB 
Board would be necessar) to brand 
either entertainment or copy in "con- 
tinuing, willful or gross violation'' of 



what the code terms "decency and 
decorum.'' 

iSote that the modus operandi of 
chastisement permits the "emblem" of 
lespectability to be cancelled. This 
would not, of itself, induce apoplexy 
but the resultant publicity would really 
hurt b) inviting local civic groups to 
a war dance, not forgetting the spir- 
ited use of emblem-cancellation which 
competing TV stations would undoubt- 
edlj make. 

The more the code is studied, the 
more it becomes apparent that it em- 
bodies fairly novel concepts. For ex- 
ample, there is an assertion that the 
everyday citizen must not shirk his 
responsibility; "Viewers should make 
their criticisms and positive sugges- 
tions known to the television broad- 
casters." In other words, no fair bel- 
lyaching in private; spill it. Again 
this concept : "American businesses are 
reminded that their responsibilities are 
not limited to the sale of goods or the 
< reation of a favorable attitude toward 
the sponsor." Instead the advertiser 
assumes his due share of the total bur- 
den "of respect for the American 
home, applied to ever) moment of 
every program." 

At press time for this issue of 
SPONSOR, advertising reaction in New 
^ ork was just beginning to shape, and 
it was hard to come by. It is no ex- 
aggeration to report that many admen 
simply didn't vet know about the code. 




Indeed they were scarcely aware that 
such a committee had been sitting 
since June and had now completed its 
work, reported to the industry, and 
been duly applauded. The full text of 
the code was going into many an 
agencyman's briefcase for home read- 
ing over the weekend. However, as far 
as they were obtainable, preliminary 
expressions of opinion were favorable. 
"At first glance, a comnionsensical 
code," said one J. Walter Thompson 
account executive. '"Good, and none 
toe soon, I agree with Jack Gould of 
the New York Times that TV pro- 
gram quality has been sinking fast," 
commented a Biow timebuyer. "Goes 
way beyond any of the radio codes I 
remember," deelared a white-haired 
agency president. 

References to the several radio codes 
of the past were immediate. It seems 
fair to predict that the highest hurdle 
the new TV code must surmount is the 
cynicism and so-what disinterest left 
with many an adman, and critic, and 
layman (and Senator?) by the 1945 
radio code produced in the postwar 
lethargy and, by common consent, too 
weakly clever for its own good. Cer- 
tainly at the time the 1945 mumble 
was hailed by a deafening silence and 
has ever since gone politely unmen- 
tioned like a daughter of dubious 
virtue. 

Just here it may be apropos to sug- 
gest that getting a meeting of minds 



WHAT IS THE PROPOSED TELEVISION CODE? 

1. It is a document of some 6,000 words, containing a preamble and four 
sections on (1) Decency & Decorum; (2) News & Controvert ; (3) Com. 
mcrcial Practice; and (4) Code Enforcement. 

* * * 

2. It is a creation of the National Association of Radio and Television 
Broadcasters. 

* * * 

3. It fixes artistic rules, sets limits covering all types of TV programs, 
standardizes ad copy practices. 

* * * 

•J. It is a detailed covenant with American public opinion, suggested house- 
cleaning of stiil-ncw medium. 

* * * 

.1. It establishes processing system for complaints; welcomes co-operation of 
all social service organizations; sets up a policing method; wants to convince 
public, critics, Congressmen that TV can he trusted with it- own destiny. 

* * * 

6. SPONSOR recommends admen not only read accompanying article, hut 
obtain copy of Code from NARTB, 1771 N St., N. W., Washington 6, D. C. 



among 80 problem-anxious operators 
in a new medium limited to 107 sta- 
tions total may have been a whole lot 
easier on 19 October 1951 than poll- 
ing some thousands of mutually-sus- 
picious radio men preoccupied with a 
demobilization economy. In Chicago, 
the Television Code was endorsed 
unanimously, with only three abstain- 
ers, one of whom growled that the 
code, the toughest ever written for 
broadcasting, wasn't tough enough. 

Having said this much, what of the 
negative side? CBS has taken no part 



in the code, does not belong to the 
NARTB. Nor does ABC. It is kn own 
that "codes" as such are not highly 
regarded by some of their top man- 
agement people. One cracked to 
sponsor, "They're just a code in the 
head." Apparently the skeptics just 
don't expect local stations, when con- 
fronted with a difficult choice, to pass 
up coin for the sake of so-called 
"ethics," especially when these ethical 
standards are made and unmade in 
committee. The police system and the 
(Please turn to page 81) 




Committee which wrote the TV Code 




1. Henry W. Slaviclc, WMCT-TV, Memphis 

2. Thad Brown, NARTB TV director 

3. Harold Hough, WBAP-TV, Ft. Worth 
I. Paul Raibourn, KTLA(TV), L. A. 

.1. James L. Caddigan, Du Mont 

fi. James C. Hanrahan, WEWS(TV), Cleve. 

7. Donald W. Thornburgh, WCAU-TV, Phila. 

«. Harry Bannister, WWJ-TV, Detroit 



ft. C. E. Arney, Jr., NARTB, sec-treasurer 

10. Harold E. Fellows, NARTB president 

I I. Davidson Taylor, NBC 

12. R. D. Swezey, WDSU-TV, New Orleans 

13. Justin Miller, NARTB, board chairman 

14. J. Leonard Reinsch, WSB-TV, Atlanta 
1.1. Clair R. McCollough, WGAL, Lancaster 
lit. Walter J. Damm, WTMJ-TV (not shown) 




ffoir l.om/intw use of vadio fircw: Since 
start of the "Longine* Sj mphonette" in 1941 as a 
transcribed show (see alicne) on WEAF, llie wuteh 
firm lias keyed its air approach to serious music 
anil dignified soiling. Size of orchestra lias grown 
with the air budget. Present ensemble (right) 
records its CBS network radio show under the 
nimble baton of veteran maestro Misliel I'iastro. 




Iiistilniioiiiilf Sure . . . but it sells! 

ISchind Loiigiiics-Wittnancr's carefully -maintained facade of 
dignity lies a stormy backstage story of hard-won success 



In his office in New York 
Cit\'s hustling Maiden 
L;ine, jewelry center of t he nation, a 
leading wholesale jeweler was discuss- 
ing the hroadcast advertising done by 
the Longines-Wittiiauer Watch Com- 
pam with a si'ONSOK editor. Spread 
across his desk was a collection of 
trade ads and mailing pieces from a 
dozen big watch manufacturers and 
importers. Most of them stressed ad- 
vertising plans for the Christmas gift 
season. 



"I can't understand for the life of 
me," the jeweler told the sponsor edi- 
tor as he looked over his desk, "how 
Loiigines can have such a stuffy adver- 
tising approach on the air year after 
}car." Then, he smiled and added: 
". . . or how they can sell so many 
watches with it." 

This remark is typical of many such 
observations heard by sponsor in pre- 
paring this report on the Longines- 
Wittnauer firm, an 05-year-old con- 
cern whose annual net sales are now 



comfortabl) in the $20,000,000 brack- 
et. However, .after talking to jewelers, 
wholesalers, watch industry executives, 
advertising agencymen. network and 
station salesmen, musicians' union offi- 
cials, station reps, conceit agents, and 
editors of jewelry trade papers, the 
answer to the Maiden Lane wholesal- 
er's poser finally comes into focus. 

As pieced together without the aid 
of company executives- -since Lon- 
gines- Wittnauer is as deliberately reti- 
cent as the scientists at Oak Ridge — 



"CHRONOSCOPE" THRICE-WEEKLY NETWORK VIDEO SHOW MAINTAINS PERFECT DIGNITY IN COMMERCIALS AND NEWS TALKS 





this answer proves to be surprisingly 
simple. In a sentence, it would look 
like this: 

"Low-pressure can sell if it builds an 
impression of quality and is repeated 
often enough and long enough." 

Actually, the Longines low pressure 
formula has been paying off for the 
firm in cold, hard cash and watches 
sold since 1937, first major year of the 
company's air activities. The firm has 
literally hauled itself up the ladder, 
until now it is one of the largest watch 
firms in the world. 

In 1937, Longines-Wittnauer was a 
small-time watch firm doing $1,038,953 
in annnual net sales for a net deficit 
of $42,901 in the income ledger. By 
1942, after five years of using Longines 
Symphonette on spot radio, Longines- 
Wittnauer was hitting its stride with 
$5,415,450 in annual net sales, and 
had $214,975 in the till as net income. 

For the year ending 31 March, 1951 
— with some 70% of its advertising 



being done on the air- 



-Longines-Witt- 



nauer racked up a net income of 
$1,163,576 on net sales which, by in- 
dustry estimates, are at least $20,- 
000,000. 

Longines-Wittnauer is now snap- 
ping hard at the heels of the watch in- 
dustry's biggest concerns. Bulova, 
with annual net sales of some $45,- 
000,000, and Elgin, with annual net 
sales, of some $30,000,000, are still 
One t^ps. But Longines is giving the 



M. F. Cartoun, board chairman 

Guiding light of Longines- Wittuauer is its boss, Myer 
Fred Carlonn, who also oversees all of the firm's 
advertising policies. Born in New York in March, 
1898, he started out to he a chemical engineer, 
switched to costume jewelry selling, joined Longines 
in 1935, rose rapidly. In 1946 he became hoard 
chairman. Hard-driving and a shrewd bargainer, he 
sees to it that the firm's air approach of careful 
dignity is rigidly maintained. He lives in Rye, N. Y., 
has a son, Alan, who is firm's radio-TV manager. 




Hamilton Watch Company, whose an- 
nual net sales are now about $19,000,- 
000, more than a run for its money. In 
fact, both of the industry leaders spend 
anywhere from 10%. to 100% more in 
advertising than does third-place Lon- 
gines-Wittnauer, with its current ad 
budget of about $1,650,000. 

To understand this striking success 
story, it's necessary to go behind 
Longincs-Wittnauer's "Iron Curtain" 
of self-imposed dignity. Within the 
confines of its Spartan-like headquar- 
ters at 580 Fifth Avenue, New York, 
you'll find a firm with all the canny 
instincts of a horse trader. 

The guiding light and driving spirit 
of Longines is Myer Fred Cartoun, 53- 
year-old board chairman and chief ex- 
ecutive officer. As described by the 
various sources interviewed by SPON- 
SOR he emerges as a strong, hard-bar- 
gaining client with the grand manner 
and authoritarianism of the late George 
Washington Hill. Despite the fact that 
the firm has an ad manager (Harrison 
J. Cowan) and a radio-TV manager 
(his son, Alan R. Cartoun), he is re- 
ported as ruling the firm's advertising 
with an iron hand. His advertising 
philosophies are largely mirrored in 
the present Longines "prestige" air 
lineup, which includes: two network 
radio shows; a network TV news 
show; TV and radio one-shots; and 



transcribed dealer air advertising. 

Cartoun has weathered many storms 
and many a man less tough than he 
would long ago have retired to some 
quiet island in the Bahamas. But Fred 
Cartoun seeins to thrive on tough as- 
signments, and the uphill climb for 
Cartoun and Longines - Wittnauer 
through the past two decades has in- 
deed been tough. 

Cartoun takes far more interest in 
advertising plans than the average 
board chairman. He is constantly at 
work seeking to improve the Longines 
approach; in fact next year, he may 
modify Longines strategy. He told 
SPONSOR : 

"In 1952 we are considering more 
of the same, but with a slight change 
in emphasis. The emphasis during the 
past several years has been on radio; 
perhaps for the future more emphasis 
will be placed on television and maga- 
zine advertising. We are also giving 
some preliminary thought to a day-time 
radio show which might be unique in 
watch advertising." 

When Cartoun arrived at Longines- 
Wittnauer from a costume jewelry firm 
presidency in the mid-1930's. he had 
to help overcome the prejudice of 
American males against wrist watches. 
During the depression years of the 
1930's, there was the problem of keep- 
(Please turn to page 76) 



How Longines tonrs Symphonette 

After successfully gi\ing public concerts since 1946, 
the Longines Symphonette made its first public tour 
(12 weeks, 80 cities) in 1930. The tour, which cost 
Longines practically nothing and reaped a harvest of 
publicity, is now being repealed in another self-sup- 
porting junket (14 weeks, 98 cities), will take the 
road again in 1952. While tour is in progress, Sym- 
phonette airings are done from previously-recorded 
tapes, thus getting double use from musical group. 
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COUNTERATTACK 



PART THREE 

OF A THREE-PART SERIES 



How to keep Reds off tl 



Here are eonstrnetive suggestions from industry leaders on 



MtSftff% American ad\ertis.ers are 
\k . leaders in the battle against 
communism. Both for patriotic and 
practical reasons, they do not want 
Communists on their radio or televi- 
sion programs. But just how can the) 
weed out proven Communists without 
resorting to the use of undocumented 
hlacklists? That is the question for 
which this third article in sponsor's 
series on Red Channels will seek to 
supply some answers. 

To get practical suggestions, SPON- 
SOR spoke to leading advertisers, agen- 
cy executives, the head of talent unions, 
and others in the industry who have 
had to deal with the problem. Several 
key conclusions emerged: 

1. Main sponsors are now handling 



the problem of accused talent quietly 
within their own organizations, with- 
out recourse to outside groups. They 
are using a common-sense approach, 
involving a personal interview with ac- 
cused performers and sworn affidavits 
that the accused is not a Communist. 

2. The industry machinery set up 
by AFRA. AAAA. ANA. NARTB. and 
the networks to handle accusations is 
not functioning effectively. 

3. There is, therefore, need for seri- 
ous thought within the industry to de- 
velop a really effective cooperative plan 
for handling accusations and weeding 
out Communists on a just basis. This 
would help to bolster the great major- 
ity of advertisers, who do not want to 
have a private, unauthoritative organi- 



zation entering into what is essentially 
the business of advertisers and the 
broadcasting industry alone. 

In the course of gathering construc- 
tive suggestions for handling accused 
talent. sponsor uncovered dramatic 
new evidence about Red Channels it- 
self. SPONSOR learned that Kenneth M. 
Bicrly. one of the founders of Counter- 
attack and a prime mover in the publi- 
cation of Red Channels, had split with 
the Counterattack organization and re- 
pudiated its tactics. An exclusive inter- 
view with Bierly appears on page 34. 

Also covered: How advertisers are 
avoiding the use of the blacklist; the 
value of loyalty oaths; the pro's and 
con's of ignoring anti-Red pressure. 
(See sponsor editorial, page bo. i 



Typical comment on l&«»d Channels from industry iifitsvcs 




*EAVIS O'NEAL, account executive, Carl Byoir: 
I don't drop talent because of 'Red Channels,' 
Jr pressure group hearsay. If 'controversial' tal- 
■•nt sfly, through a union, they're not Red, I 
»ccept their word," 



MARTIN L. STRAUS, president, Byrnart, Inc.: "I 
don't go by the say-so of 'Red Channels' or 
'Counterattack.' They're undemocratic and un- 
authoritative. Duped artists aren't necessarily 
Reds or spies." 



DONALD STEWART, ad manager, Texaco Com 
pany: "I don't think sponsors should get involved 
in public controversies needlessly. But to be fair, 
we need a more authoritative measure than 'Red 
Channels'." 




taed Reds out of radio and TV 



How sponsors avoid 
use of blacklists 

The most unanimously acceptable 
proposal. SPONSOR learned, was that of 
placing the burden of proof on the ac- 
cusers. This safeguard was the one 
initiated by Robert E. Kintner, presi- 
dent of ABC, when Gypsy Rose Lee 
was scheduled to m.c. the radio forum, 
What Makes You Tick. After the Illi- 
nois Department of the American Le- 
gion protested because of Miss Lee's 
four listings in Red Channels, she 
signed an affidavit denying her alleged 
Communist ties. Kintner briskly told 
the Legion Officials, "If you ha\e any 
evidence to the contrary, please advise 
me." The Legion officials promptly 
backed down, having no ''evidence" 
but the imputations of Red Channels. 

Among others, Henry Jaffe, attor- 
ney for AFRA and husband of Jean 
Muir, whose case touched off the del- 




To keep Reds out of radio, yet be fair to accused, many believe industry needs strong, co-oper- 
ative committee. Mock version of Red takeover (above) was staged by KMPC, Los Angeles 



uge, is a firm believer in the affidavit 
technique. 

'T can't blame the sponsor for want- 
ing to protect himself," he told SPON- 
SOR. "The advertiser isn't so much in- 
terested in the charges themselves, as 
he is in the reaction of the public who 
buy his goods. At the same time, I 
know the advertiser wants to be just. 
He should have one of his public rela- 
tions staff consult the accused per- 
former personally and ask the blunt 
question, "Are you a Communist?' If 
the performer says he is not, then the 
employer can use his affidavit as evi- 
dence against any pressure groups. If 
the performer is not ready to answer 
the question frankly, then the sponsor 
should have no compunction about 



leaving the performer go. If that sworn 
notarized statement is challenged by a 
Federal investigating committee or the 
National Labor Relations Board, and 
it is found false, the performer is open 
to a charge of perjury." 

This safeguard is now being em- 
ployed by Martin L. Straus, president 
of By mart Inc., sponsor of the Tintair 
Radio and TV Somerset Maugham 
Theatre. Cosmopolitan Theatre and 
Cavalcade of Stars, both TV. 

"T don't go by the say-so of Red 
Channels and Counterattack." he told 
sponsor. "They're undemocratic and 



unauthoritative. I 



nould put out a 
of the names in 



book listing most 
America; and without even an inve?ti- 
( Please turn to ]>age 84) 



Turn page for interview with ex-Red Channelite Bierly 



Constructive procedure tor keeping Reds off air 



Procedure developed by several advertisers is always to give 
accused talent opportunity to state own case. These spon- 
sors usually take following steps: 



► 

► 
► 



1. Politically astute public relation* counsel, working 
for sponsor, examines mail protests carefully, de- 
termining whether accusations seem worthy of 
in ve* ligation. 

2. If accusation seems to come, from responsible 
source, performer is notified of allegations. 

3. Public relations director interviews performer, 
asking for direct denial that he is a Communist, 
with no weasel words accepted. 



If performer presents non-Communist aflida\it 
(sometimes through union or nttorney) he is 
kept on air. Accusers of talent are told: "Show 
us positive evidence — not hearsay — to refute this 
affidavit. The burden of proving guilt is on you." 
Affidavit protects sponsor, because if accusers 
dare performer to repeat bis denial before a 
court, Federal committee, or NLHH, and it is 
proven false, performer is open to perjnrj charge. 

If performer refuses to deny he is a Communist 
Party member, the sponsor now has grounds for 
not using him (taking into consideration the 
existence of sinne anti-Communist W ericks' 
who would still resent signing such affidavits). 
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itetl Channels founder now 
repu ill at es oryaui ztt Hon 

Kenneth M. Bierly is a Louis Hudenz 
in reverse. A founder with Theodore 
kirkpatriek and John G. Keenan of the 
organization which publishes Counter- 
attack, he is now, ironically, in the bus- 
iness of helping sponsors seeking to 
"clear" talent that he himself had for- 
merly accused. He has a contract, for 
example, with Columbia Pictures to 
help \ indicate Judy Holliday. 

In an exclusive sponsor interview, 
Bierlv said he split up with Kirkpat- 
riek and Keenan in April 1951, "he- 
cause of a difference of opinion on pol- 
icies. ' ; He has since established his 
own Kenby Associates, with a staff of 
five, at 8 West 40th Street in Manhat- 
tan, around the corner from Counter- 
attack's offices. To clarify his present 
status, sponsor's investigator asked 
Bierly a series of questions and later 
showed him a typewritten transcript of 
his answers to positively verify their 
accuracy : 

<f: "What exactly is >our present 
function?" 

Ilit'rli/: "You might call me a pub- 
lic relations consultant. A big business 
problem nowadays is that of knowing 
what to do when an employee is ac- 



cused of having Communist sympa- 
thies. Often the accusation is not clear. 
Also, the employee doesn't know what 
to do. I do my best to guide business- 
men and talent employees in case alle- 
gations ha\e been made about their 
past association with Communists or 
fellow travelers. Some of the businesses 
I serve sponsor radio and TV shows." 

"Now that you represent the ac- 
cused, so to speak, 1 take it you de- 
plore the end results of Red Chan- 
nels?" 

ISivrly: '"Yes. When we devised 
Red Channels, we made two mistakes 
in our assumptions of its effects. One. 
no genuine investigation was made of 
the people listed. Second, the hook 
didn't attempt to categorize whether 
the performers were innocent, dupes, 
or Reds. It just listed all these people, 
as reported by public records, under 
one cover. What happened was that 
many readers accepted it as absolute 
proof of a person's Communist per- 
suasion. Either by ignorance or bias, 
readers would say. 'Oh. oh. That guy 
must be a Communist.' . . . Red Chan- 



nels is no accurate listing of Commu- 
nists and Communist sympathizers. 
Not only have these people not been 
investigated; they also may have been 
innocently tied up with a front group 
by a public record, and still be very 
much opposed to Communism." 

"How do you feel now about the 
validity of the tactics of Counterat- 
tack?" 

llierln: "I feel that the publishers 
of Counterattack should re-examine 
their policy of urging readers to pro- 
test to sponsors about alleged Reds 
being hired on shows. Kirkpatriek and 
Keenan sometimes ask that protests be 
made on the basis of one allegation or 
one affiliation." 

Q! "As a founder of Red Channels 
and Counterattack, what do you now 
believe a sponsor should do if his tal- 
ent is accused of having Communist 
loyalties?" 

Bierly: "1 feel the sponsor should 
not fire a performer because of alle- 
gations from pressure groups or Coun- 
terattack. Otherwise, a great injustice 
can be done. The sponsor should in- 
vestigate, get the facts from both the 
accuser and the entertainer, objectively 
sit down with both groups, then make 
his decision." 




Kenneth Bierly (above) co-founded "Red 
"Channels"; broke away so recently his namo 
still heads outfit's promotion pieces (see 
right). He now helps sponsors "clearing" 
accused performers by getting all the facts 



Facts About the Men Responsible for 
COUNTERATTACK 

KENNETH M. BIERLY — Attended Northwestern University and 
Bradley University. Graduate Chicago-Kent College of Law 1939 
degree of LL.It. Member of the bar State of Illinois. Labor rela- 
tions courses at New York University; attorney for Continental 
Casualty Company of Chicago. Entered F.B.I, in 1940 and assigned 
to Milwaukee, Wisconsin 1941 to 1946. Worked on Communist 
and Russian espionage investigations in New York City. Resigned 
from the F.B.I, in 1946. 

THOMAS A. BRADY — Graduated from Fordham University with 
LL.B. degree. Member of the bar. State of New York. Entered 
F.B.I, in 1942 and was assigned to the investigation of general 
•. nminul activities in l^^^^cles. _ >aal _M^^VuierTcd 
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PRINT ADVERTISERS GUARD TRADEMARKS (NOTE "COKE" AD), BUT CONTROL OVER RADIO EQUIVALENT, JINGLES, IS LOOSE 



So vow Hi ink von own 

t/ V 

your own jingle! 



ASCAP claims 
performance rights to 
many jingles, duns 



stations for airing them 




to imagine 



a situation 



Tr, 

like this. 

As a national advertiser you 
place an extensive schedule of maga- 
zine ads, each ad prominently "iden- 
tified" by a distinctive trademark. 
You're proud of that identification; 
you've spent millions to promote it and 
consumers think of the company and 
product the instant they see it. 



Then, as )our advertisements begin 
to appear in print, letters start trickling 
in from some of these magazines. They 
say in effect: "We're being asked to 
pay some organization a fee every time 
your trademark appears in our book. 
What shall we do?" 

Does this sound fantastic, and the 
height of absurdity? It is- -in printed 
media. Yet that's precisely what's hap- 



pening right now to a substantial num- 
ber of jingles broadcast coast to coast 
by big-time radio advertisers. Stations 
are being dunned by the American So- 
ciety of Composers, Authors & Pub- 
lishers (ASCAP) for each airing of 
these jingles. And many stations are 
passing on the collection letter? to the 
ad agencies that handle them. 
{Please turn to page 60) 
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Cannon was on air last spring with NBC "Tandem," learned radio could sell 2. Seeking housewife audience, firm bought into afternoon Kate Smith on 

Whv Cannon turned to radio and TV 



TRADE 



MADE 




MARK 

INUSA, 



CANNON 



Major %vhite-goods firm used printed media only 
until it got its feet wet with NBC "Operation Tandem/ 
Now Cannon spends $800,000 on radio TV 




In recent months, leaders 
in network broadcasting 
have been seeking ways of 
inducing new sponsors to try the won- 
ders of radio web advertising;. To these 
pioneering novitiates. CBS has been 
peddling the Red Skelton Show on a 
one-shot basis; NBC has been wooing 
them with its "Tandem"' stable of ra- 
dio shows: ABC has been luring them 
with similar participation in its ''Pyra- 
mid Plan*'; and the networks in gen- 
eral, holding out "flexibility" as bait, 
have been willing— nay. eager to 
make concessions with regard to si/e 
and location of the network a would-be 
sponsor can bin . 

Striking proof that this kind of 
'"frontier salesmanship** can pay off is 
amply demonstrated by the success sto- 
r\ of Cannon Mills of kaimapolis. \. 
C. \t the beginning of f'AM. this 61- 
\ ear-old company (nation's lar<;c^f 
manufacturer of household textile-;) 
had ne\ci been on the air. It had 
Minimed broadcasting- put all its ad- 
vertising eggs in the voluminous maga- 
zine basket. 



Then, in April, when it looked as 
though it would need an extremely po- 
tent advertising force to move heavy 
Cannon towel inventories out of retail 
outlets immediately. Cannon had a sud- 
den change of heart. Thanks to the 
pioneering instincts of its advertising 
manager. George Beyer. Jr.. the blan- 
dishments of broadcasting salesmen, 
and the sound planning of its towel 
advertising agency. IV. W. Ayer. New 
York, the company decided to test the 
air. 

Participation in NBC's "Tandem"' 
lineup of radio shows over 165 web 
stations started on 20 April. Through- 
out the entire month of May. Cannon 
trumpeted the virtues of its towels over 
The Big Show, Break the Bank. Screen 
Directors' Playhouse, Man Called X. 
and 861. Question. 

This air experiment amazed Cannon 
1)\ its sales results. Sa\s Ad Manager 
Beyer: "Reaction from our retail out- 
lets was enthusiastic. Our radio pro- 
motion reallv helped move stock, and 
when we look a surve\ among 1{»0 
stores, some 60 f t of them reported 



that Cannon towel sales had increased 
over the previous year when business 
had been good. We knew then that ra- 
dio, with its flexibility and quick tim- 



ing, was right for us. 



As a consequence, this fall Cannon 
Mills has become the first and only 
manufacturer of household textiles to 
use network advertising in a big way. 
ft is now spending one-third of its 
$2.000,000-plus ad budget in daytime 
radio and TV; roughly $400,000 for 
radio. $400,000 for TV. Beginning 10 
September, it started weekly participa- 
tion in The Kate Smith Hour, 4:45 to 
5:00 p.m., over 48 NBC-TV stations. 
And beginning 6 October, it started 
sponsoring John Reed King's Give and 
Take, 11:30 to 12:00 noon, over 143 
CBS radio stations. 

Briefly. Cannon Mills* present adver- 
tising formula can be stated this wav : 

1. Use davtinie radio to punch home 
the Cannon quality trademark on tow- 
els, sheets and hosiery, to the national 
female audience. 

2. Cse daytime TV to demonstrate 
visually the sales points and breadth 
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3. NEXT MOVE WAS TO BUY CBS RADIO "GIVE AND TAKE." RADIO, TELEVISION SHARE EOUALLY IN $800,000 AIR BUDGET 



of the Cannon towel and sheet line. 

3. Use slick magazines, like Life. 
Ladies' Home Journal, Better Homes 
& Gardens, McCalls, Good Housekeep- 
ing, Woman's Day, American Home, 
House Beautiful, The I\'eiv Yorker, and 
Farm Journal, to reveal the colors and 
styling in Cannon's products. 

4. Use trade magazines, like De- 
partment Store Economist, Linens & 
Domestic, Stores, Merchant's Trade 
Journal, and Daily News Record to 
tell the trade how Cannon is backing 
them up with its air and space adver- 
tising campaigns. 

Cannon Mills has alwa> s been a 
pace-setter in its field. Its founder, 
James W. Cannon, built his first cot- 
ton mill in 1887 in the South. In 1898, 
lie produced the first cotton hand tow- 
el manufactured in the South. So 
heavy was the demand, in 1905 he 
bought a 600-acre farm seven miles 
from his original plant at Concord, N. 
C, built a towel mill there and started 
the village of Kannapolis (from the 
Greek. "Loom City '). 

Since then, under the aegis of his 
son, Charles A. Cannon, the company 



has been the first to develop towel sty 1- 
ing for bathroom and kitchen design; 
introduced towels in pastel colors; in- 
troduced matching "towel ensembles" 
in 1928: and in 1934 startled Ameri- 
ca's retailers by wrapping Cannon 
sheets in cellophane. Sales have been 



commensurate with its leadership. It is 
now No. 1 sales kingpin in the domain 
of sheets and towels. (Njlon stock- 
ings, which it introduced some years 
ago. are also climbing ahead.) In 
1949. net sales for all its products, 

[Please turn to page 66) 



Cannon merchandised its move into air advertising with schedule of ads in white goods press 

We're 1a king to the mr to sell 
more Gannon Nylons for you! 

k Starts Saturday, October 6 th — 11:30 E.S.T. Complete 
coast-to- coast coverage every week on 

143 CBS stations! 



« It's a h'gh rating, hard-selling quiz show! 

• Fabulous prizes-Cannon prizes! 

• The "commercials" are part of 
the fun! 

• Now radio adds extra power to 
HOW the ladies love him! Cannon's powerful advertising! 




OiikMiome 
listening: the 

mystery is being removed 



Evidence anout radio's "»i«» plus*' eon tin lies to pile up as WIIDII. Boston, 
eon due Is analvsis of oiit-oi'-liome auflienee. Pulse adds cities to its survey 




Drawing is from WHDH out-of-home-booklet 



A few weeks ago ANA 
president Paul West ex- 
plained why oul-ofdiome radio listen- 
ing had not been considered in the 
association's three widely publicized 
reports on radio lime "values. ' Ac- 
cording to Mr. West, there wasn't any 
objective information on the subject 



available from independent sources. 
He made a statement to this effect at 
the 42nd annual meeting of the ANA 
late in September. 

Bui here is some objective data on 
out-of-liome listening which the ANA 
mav have missed. It's certainly data 
worth looking into since, as everv ad- 



vertiser realizes, the total audience is 
what counts. Unfortunately, too many 
of radio's measuring rods for a long 
lime failed to measure that total, there- 
by cheating both sponsors and stations 
of an accurate estimate of the size of 
radio's out-of-home audience. 

In this article, sponsor brings the 



RADIO LISTENING OUTSIDE HOME IS REGULAR EVENT AMONG 40% OF NATION'S FAMILIES; OVER HALF OCCURS IN AUTOS 




important out-of-home listening ques- 
tion up to date, having previously pio- 
neered in calling attention to "the hig 
plus" in the issues of 4 July 1949, 18 
July 1949, 7 November 1949, and 27 
February 1950. (Additional data can 
also be found in sponsor's special 

SUMMER SELLING and FALL FACTS is- 
sues.) 

Here, in brief, are four current as- 
sists to advertisers in evaluating the 
importance of out-of-home listening: 

• Boston radio station WHDH re- 
cently conducted an intensive study, 
found that 46.4% of the 6,263 people 
who responded listened to radio out- 
side the home over six hours a week. 
WHDH also discovered that Rostoni- 
ans and their nearby New England 
neighbors boast a high percentage of 
portable and auto radios: 21.7% of 
respondents have portables; 57.5% 
have radio-equipped autos. 

WHDH used questionnaires print- 
ed as ads in newspapers to discover 
such qualitative data as: where peo- 
ple listen when away from home; 
whether station and program prefer- 
ences differ as between in-home and 
out-of-home listening; whether TV 
set-owners have different away-from- 
home listening habits than non-set- 
owners. Many facts discovered in this 
extensive survey will help advertisers 
gain a new understanding of the out- 
of-home audience in Boston and else- 
where. 

• The Pulse, Inc. discovered in its 
most recent studies this summer that 
out-of-home listening was reported by 
about 40% of all homes surveyed. 
This was the average for 13 markets 
measured in July, plus New York City 
measured in August. (New York is 
surveyed by Pulse four times yearly, 
other markets twice yearly.) 

• Southern California Broadcasters 
Association pointed out the size of the 
out-of-home audience in and around 
Los Angeles by revealing that sets-in- 
use, both day and night, average a sub- 
stantial 4.1, according to a recent sur- 
vey. Most of this listening is done be- 
hind the wheel of a car, since 72.5% 
of auto owners in that part of the state 
have radios. And the SCBA presenta- 
tion documents other vital facts about 
Southern California's out-of-home lis- 
tening habits. 

• An American Research Bureau 
study financed by NBC and CRS will 
soon be released. It's expected to 

(Please turn to page 69) 



NEW WHDH SURVEY COVERED 6,263 PEOPLE 

To nail down the out -of -ho me listening habits of Itoslonians and their 
neighbors, radio station WHDH bankrolled an impartial survey re- 
cently. Questionnaire (below left ) was run as an ad in four Boston 
papers, brought answers like those shown below, right. Figures at 
bottom of page show size of IiosHm"s out-of-lmme radio audience. 



DO YOU LISTEN TO THE RADIO "AWAY PROM 
HOME"? YES NO 

WHERE DO YOU LISTEN " AWAY FROM 

HOME 7 

A,,iAr^,K.-i . p..,k f ., 1t j r B*ckyar J 

Neighbor'* hom* At work Reataurant* — 

Olhcr^— . 

IN THE PAST WEEK ABOUT HOW MANY 

HOURS DID YOU LISTEN TO THE RADIO 
"AWAY FROM HOME"? 



1 hr. 2 hr«. j hr*. 
(more than 6 hrt ). 



4 hr*. 5 hr*. « hrt. 



(number) 

TO WHAT STATION DID YOU LISTEN MOST 
-AWAY FROM HOME"? (check one) 

WBZ WEEI — - WHDH WLAW — 

WNAC (other) 

(cell letter*) 

DO YOU HAVE A PORTABLE RADIO? 
YES NO 

DO YOU HAVE AN AUTOMOBILE RADIO? 

DO YOU HAVE A TELEVISION SET? 
YES NO 

YOU CAN WIN A MOTOROLA 
PORTABLE RADIOI 

A Motorole porteblt redio will be awarded to tb* 
twenty people who tend In the beet line completing the 
tollew.ng limrrick: 

WHEN YOU LEAVE ON A TRIP OR VACATION 
TO THE BEACH OR CLEAR CROSS THE 

NATION 
WHERE EVER YOU CO 
TAKE YOUR RADIO 

AH entrlee become the property ol Listener* Sur* 
»ey tr.d none will be returned. In cue »l tie*, duplicate 
prize* will be given. Only one entry permitted Iron 
each family. Decieion ol the judge* le final. 

, Tear out thle complete Jorm, Including qaetllaa- 
■ai/e. end eend It In an envelope with your name and 
•ddreje to: LISTENERS SURVEY. Boa ItO. Eitn 
Station. BOSTON. MASSACHUSETTS. Anewera 
be mailed by midnight. Wednesday, Aug uet 1. 

NAME 

ADDRESS 



Do You Listen to the Radio "Awa 
from Home" ? 

Yes S996 (95.7%) No 267 (4.3% 

Where Do You Listen "Away fror 
Home"? 



Automobile . . 


. 3846 (64.1% 


Neighbor's home . 


, 1813 (30.2% 




1661 (27.7 % 


Cottage . . . 


. 1517 (25.3% 


At work . . . 


. 1240 (20.7% 


Backyard . . . 


. 981 (16.4% 


Restaurants . . 


. 959 (16.0% 


Other .... 


. 781 (13.0% 



In the Past Week About How Man 
Hours Did You Listen to the Radi 
"Away from Home"? 



1 


hour . . 


. . 186 (3.1% 


2 


hours . . 


. . 401 (6.7% 


3 


hours . . 


. . 558 (9.4% 


4 


hours . . 


. . 684 (11.4% 


5 


hours . . 


. . 627 (10.4% 


6 


hours . . 


. , 679 (11.3% 



More than six hours. 2781 (46.4% 
No reply .... 80 (1.3% 



Number of Boston out-ot-home listeners hy hours of the flay 
Monday through Friday 





Winter 
1951* 


Summer 
1951** 


7:00- 8:00a.m. 


23,495 


23,495 


8:00- 9:00 a.m. 


37,760 


41,955 


9:00-10:00 a.m. 


33,564 


36,082 


10:00-11:00 a.m. 


33,564 


36,082 


11:00-12:00 m. 


30,208 


32,725 


12:00- 1:00 p.m. 


27,690 


28,529 


1:00- 2:00 p.m. 


30,208 


35,242 


2:00- 3:00 p.m. 


29,369 


37,760 



3:00- 4:00 p.m. 


29,369 


42,794 


4:00- 5:00 p.m. 


33,564 


41,955 


5:00- 6:00 p.m. 


36,920 


41,116 


6:00- 7:00 p.m. 


36,920 


38,599 


7:00- 8:00 p.m. 


29,369 


32,725 


8:00- 9:00 p.m. 


30,208 


36,082 


9:00-10:00 p.m. 


25,173 


30,208 


10:00-11:00 p.m. 


24,334 


26,012 


11:00-12:00 p.m. 


12,587 


13,425 


* Pulse Out of Home — 


February, 1951 




♦ • Pulse Out of Home — 


July. 1951 





Tin's new formula 



makes air buying easier 



WE1JI manager Henry Molina develops step-hy-sten "flowchart" 

for systematic tiiiiehiiving. It's A-IR-C stuff for national huvers— or is it? 




Ask any veteran timebuyer 
or radio advertiser how he 
goes about setting up a radio 
spot or program schedule. Chances are 
he'll answer something like this: 

"Why. it's pretty simple. First we 
find out what it is we're going to sell. 
We check and find out who buys it. 
whether the consumer falls primarily 
in the category of men. women, or chil- 
dren — and what the age group is. Now. 
if we're going to use radio, we figure 
out what's the best time of day to 
reach most of our primary buying 
group. Then, what's the best program 
or adjacency, on the basis of program 
preferences, to reach them." 

Most radio-wise veterans would arid: 
"'But why ask me this? It's so ob- 



vious. Everybody knows that process. 
It's as simple as A-B-C-D. 

Sure it's simple, and everybody 
knows it ... or do they? 

Even with market analyses, sales 
analyses, quantitative and qualitative 
program analyses, program preference 
studies and published case histories 
(such as the articles and reports in 
SPONSOR) of the successful and not-so- 
successful use of broadcast advertising, 
everybody certainly doesn t know it. 

For proof, examine the expenditures 
in radio and video of some of our larg- 
est dollar-volumi advertisers in Amer- 
ica. Most are riding happily with a 
formula which they feel works for them 
on the air. But plenty of them are con- 
stantly juggling programs around, 



switching talent and advertising agen- 
cies in a never-ending search for a re- 
sult-bringing method. 

Actually, millions of dollars are 
wasted in radio ever) year by advertis- 
ers, all the way from the smallest local 
firms using backwoods stations up to 
huge business concerns with a battery 
of network shows. This waste comes 
in terms of lost effectiveness, and from 
not following-through with the simple 
chain of thought outlined above. 

(Note: Case history examples of how 
an advertiser can receive real benefits 
from having approached broadcast ad- 
vertising via the proper basics of time- 
buying are detailed later in this re- 
port. For capsuled case histories, see 
the box on the following page.) 



rfofiiKi "s broadcast tulvvrtisitty selector ior sponsors: it van be used by both local and tiaipiser 

ra 



WHAT DO YOU SELL? 



WHO BUYS IT? 



CODE 


CLASS 


1 


ITEMS 


A 


PIECE GOODS 


) 

2. 


Linens, domestics, blankets, sheeting 
Dress goads, suitings. 


B 


NOTIONS 


1. 
2. 
3. 
4. 


Ribbons, needlework 
Siher, jewelry. 
Saoks, stationery. 
Clacks, watches. 


C 


ACCESSORIES 


1. 
2. 
3. 
4. 


Scraves, handkerchiets, lingerie, hose. 
Gloves, millinery, women's shoes. 
Handbogs, cosmetics. 
Children's accessories and shoes. 


D 


APPAREL 


1. 
2. 

3. 
4 


Women's and Misses' suits, coats. 
Jr. Misses' coo/j and suits. 
Dresses, blouses, skirts. 
Sportswear. 


E 


MENS 4 BOYS' 


1. 
2 

3 


Suits, panls, sweaters tar men. 
Suits, pants, sweaters tar boys. 
Men's and boys' shoes. 


F 


1. Furniture, rugi, draperies, lamps. 
HOME FURNISHINGS 2 China, glassware, hausewores. 

3. Mo/o' opp//onces. 


G 


MISCELLANEOUS 


r, foyi. 

2. Sporting goods. 

3. Luggage. 

4. Candy. 


H 


FOOD 




1. Groceries 

2. Meats. 

3. Delicatessen items. 


I 


REAL ESTATE 


1 

2. 
3 


Soles. 
Rentals. 

Repairs, alterations and improvements. 


L 


SERVICES 


1 
2 

3. 


Laundry and dry cleaning. 

Milk and bread house deliveries. 

Cleaning exterminating . 


M 


MONIES 


1. 
2. 
3. 
4 


Banking. 
Loans. 
Insurance. 
Investments. 


1 


AUTOMOTIVE 


J. 

2. 
1 


New and used cars. 
Accessaries and spare ports. 
Service and repair. 



Housewife Working Girl Under 17 

W//////A 



Men 
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How the Flowchart helped three Fitchburg advertisers 



BELL SHOPS 

women's 
apparel 



CIADONE 
FURNITURE CO. 

furniture 

housewares 



RED & WHITE 
STORES 

chain grocery 



This large I\ew Englaud chain retailer had never 
used radio in Fitchburg hefore being approached 
by WEIM. A '"Flowchart'* analysis was made of 
the store's radio needs, and how best to reaeb the 
women customers. Kesiilt: Hell Shops bought a 
portion of a Moiiday-throngh-Friday women's show 
at 9:30 a.m. which lias sold firm on radio use. 

After ii'ing a limited spot schedule for six mouth-., 
with few rseults, Ciadonc was ready to cancel. 
The "Flowchart" was used to re-sell the account. 
After deciding exactly who bought the firm\* 
merchandise, be bought a ] S-minute musical show 
across the hoard weekdays at 8: 15 a.m. to reach 
housewives, spot to reach working girls, men. 

Red & White had been using radio for "prestige" 
purposes, newspapers for "merchandising." The 
"Flowchart" changed this. They switched from 
an evening show to a Monday-through-Friday 
morning quiz shew at 9:15 a.m. Ued &• White now 
states that they get "definite merchandising re- 
sults" out of radio with present radio schedule. 



MOLINA USES FLOWCHART (PICTURE LEFT) TO SELL OWNERS OF APPLIANCE STORE. SEE ABOVE FOR OTHER CASE HISTORIES 



To some advertisers and admen, 
thrust unprepared into the position oi 
handling or planning a broadcast ad- 
vertising campaign, this simple A-B-C- 
D method is actually a mystery. They 
see radio as a medium surrounded by 
impenetrable walls of research figures 
which don't seem to mean anything. 
They view radio salesmen, or agency- 
men who advocate the use of air ad- 
vertising, with suspicion. Therefore, 
they either abandon the idea complete- 
ly of using broadcast advertising, or 
insist on using what is ultimately the 
wrong approach. 

This, roughly, is the situation which 
a Massachusetts radioman, Henry G. 
Molina, Jr. — ex-lawyer and Yale grad- 



uate, v\ho manages the 1,000-watt Mu- 
tual affiliate, WEIM, in Fitchburg, 
Mass. — decided to attack not long ago. 
When he took over the station, which 
serves a New England area populated 
by nearly 450.000 people and about 
110.000 radio families, he started on a 
campaign of basic radio education 
which some, at first, called quixotic. 

With a lawyer's love of logic, Mo- 
lina set about getting to the roots of 
what was wrong with the radio adver- 
tising of local merchants on WEIM and 
other nearby local stations. At the 
same time, he started planning how he 
could explain to present and prospec- 
tive sponsors the kind of grass-roots 
data needed to start them off with a 



good campaign. 

He listened to the gripes of mer- 
chants and businessmen in the 220- 
year-old New England town who had 
found that radio didn't work out for 
them. He watched sales being made 
in local stores to workers from local 
Fitchburg plants which produce every- 
thing from textiles and machine tools 
to rayon and bicycles. He read pub- 
lished articles about the basics of ra- 
dio timebuying, and plowed through 
research figures. 

Then, Molina had The Great Idea. 

What was needed, he realized, was 
some simple, graphic means of getting 
across the not-so-simple basics of how 
{Please turn to page 56) 
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WHAT PROGRAM PREFERRED 



DAYTIME 


MEN 




WOMEN 


NEWS 


1 


NEWS 


SPORTS 


2 


SERIAL STORIES 


OLD FAMILIAR MUSIC 


3 


OLD FAMILIAR MUSIC 


POPULAR MUSIC 


4 


HOME MAKING 


COMEDY & VARIETY 


5 


POPULAR MUSIC 


FORUMS. TALKS 


6 


QUIZ PROGRAMS 


CLASSICAL MUSIC 


7 


SPORTS 


QUIZ PROGRAMS 


8 


COMEDY 4 VARIETY 


FARM PROGRAMS 


9 AUDIENCE PARTICIPATION 


DRAMATIC PLAYS 


10 


RELIGIOUS 


EVENING 


MEN 




WOMEN 


NEWS 


1 


NEWS 


COMEDY <£ VARIETY 


2 


COMEDY 4 VARIETY 


SPORTS 


3 


DRAMATIC PLAYS 


POPULAR MUSIC 


4 


QUIZ PROGRAMS 


QUIZ PROGRAMS 


5 


POPULAR MUSIC 


DRAMATIC PLAYS 


6 


OLD FAMILIAR MUSIC 


FORUMS. TALKS 


7 


SPORTS 


OLD FAMILIAR MUSIC 


8 AUDIENCE PARTICIPATION 


CLASSICAL MUSIC 


9 


RELIGIOUS , 


AUDIENCE PARTICIPATION 10 


FORUMS. TALKS 



PEANLTS 



MILK AMPLIFIER 



SPONSOR: Circus Foods, Inc. AGENCY: BBDO 

C \PSl LE CASE HISTORY: This company, makers of 
Circus peanuts, spends about $675 weekly for five partici- 
pations on Foods for Thought. Purpose: to build up sales 
volume for their peanut product. A typical example of 
this product bniltl-np is reported by the advertiser- — thai 
of a food chain increasing its purchases of Circus peanuts 
by 310% ; and, in addition, Circus Foods reports mer- 
chandising services available through the show are of 
immense value. 



K.NBH, Hollywood 



PROGRAM: Foods for Thought 



SPONSOR: Bosco Co., Inc. AGENCY: Robert W. Orr 

CAPSULE CASE HISTORY: The Bosco Company, with 
printed media advertising dropped to a minimum in 
northeastern Ohio, bought five one-minute participations 
weekly on Uncle Jake's House. Cost: $160 a week. In 26 
weeks, Bosco sales in northeastern Ohio increased 238%. 
End-of-the-year sales improved 364% as compared with 
the same period a year before TV was used. Further sales 
increases are noted, with Bosco renewing for its second 
year of participations. 

WEWS, Cleveland PROGRAM: Uncle Jake's House 




SYRUP PUNCH 



SPONSOR: Dolly Adams Syrup AGENCY: Barton A. Stebbins 
Punch 

CAPSULE CASE HISTORY: Sponsors problem: to in- 
troduce Dolly Adams syrup punch to new customers and 
increase store distribution. At first, they sought a premium 
to offer home viewers, but finally decided upon a product 
sample. The ofjer teas made via a participation on Cook's 
Corner. One offer, with the participation costing some 
$60, drew 986 requests immediately after the announce- 
ment, with mail still coming in. 



KFI-TV, Los Angeles 



PROGRAM: Cook's Corner 



US EH CARS 



SPONSOR: OIh.'s, I nr. 



AGENCY: Direct 
CAPS! LE CASE HISTORY: ()U„\ Inc. sponsors a reg- 
ular Friday night boxing bout costing under $500. In 
their commercial time they offered free gifts to all cus- 
tomers who purchased cars at their lots during the follow- 
ing weekend. On a fair weekend, with normal promotion, 
Olin's usually sells an average of 21 cars. With the WTV] 
promotion, Olin's actually sold and delivered 1 ( J cars in 
two days on the strength of one telecast. 



VIA J, Miami 



PROGR AM: B 08 in g Bouts 



HOP ALONG NOVELTIES 



SPONSOR: Prior Tire Co. AGENCY: Direct 

CAPSULE CASE HISTORY: The Prior Tire people say: 
"We- ve never sponsored a medium on which we've had 
so many comments as we've had on the Hopalong Cassidy 
program." This half-hour Saturday daytimer achieved 
the following: on one Saturday commercial it was staled 
that children accompanied by their parents Could obtain 
Hopalong buttons and pistol combination. The sponsor 
purchased 2,500 of these. By Tuesday they were a/1 out 
of buttons and pistols; and the store was jammed. 

WSB-TV, Atlanta PROGRAM: Hopalong Cassidv 



DINNER WARE 



SPONSOR: Royal Crest Sales Co. 



AGENCY: Product Services, 
Inc. 



CAPSULE CASE HISTORY: R oya ] Crest's contract calls 
for time purchases when ball games are rained out. With 
the 7 October World Series game rained out, Royal Crest 
ran, a 1:30 to 3:00 p.m. Sunday Film Theatre. Items ad- 
vertised: dinnerware and alumiiiuinivare at $44.90 per set. 
Program cost: $1,274.25. This one-time shot produced 
over 400 orders — all definitely attributable to the TV 
movie — for a sales tally well over $18,000. 

WPIX, New York PROGRAM: Sunday Film Theatre 



» A INTER I I HMTI KI 



SPONSOR: Ready-to-Paint Furniture Store AGENCY: Direct 

CAPSULE CASE HISTORY: This firm employed TV to 
introduce its new store to the people of Greensboro and 
build furniture sales. Tivo announcements for $60 on the 
Fix It Shop, handy hints-type program, acquainted poten- 
tial Ready-to-Paint customers with the store's wares. T wo 
weeks' results, says the sponsor, brought them hundreds 
of customers from Greensboro. Burlington, High Point, 
Winston-Salem, and other cities — all direct result of TV. 



WEMY-TV, Greensboro, N. C. 



PROGRAM: Fix It Shop 



o inspire and further 



inter-religious understanding . . . 




"Sanctuary Time'" 

is presented on 
\T GAL-TV 

every Sunday night tit six o'clock 



?n awareness of broad responsibilities to tbe 
communities it serves led WGAL-TV to origi- 
nate a series of inter-religious telecasts, "Sanct- 
uary Time.** The photograph shows the 
Reverend Robert C. Batehelder with his organ- 
ist and choir conducting a devotional service. 

A permanent committee of three, consisting 
of a man from each of the three major faiths, 
worked out the details of the series on a 
rotating schedule: Protestant, Catholic, Jewish. 

Kadi Protestant program features a member 
of the Ministerial Association conducting an 
abbreviated service. The Catholic and Jewish 



Represent ed by 

KOBEKT MEEKER ASSOC I VIES 



programs are of a nature covering the various 
rituals and symbols of these religions. 

Through this pioneering in inter-religions tele- 
casts, \\GAL-T\ seeks to further ami inspire 
inter-religious tolerance and understanding. The 
complimentary mail response indicates this ob- 
jective is being achieved. 

WGAL TV 

LANCASTER, PENNA. 

A Steinman Station 
Clair R, McCollough, President 



NBC 

TV Affiliate 



Chicago • Sun Francisco • New ^ ork • Eo« Viiijielos 
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now were solo 




logging television spot lime only .. .helping yon 



chart soaring sales irilli our wealth ttj TV knowledge 
and specialized, single-medium service in seven 
of your finest TV markets — New York (WCHS-TV); 
Philadelphia (WCAV-TV); Los Angeles (KISXT); 
Washington (WTOP-TV); Charlotte (WliTV); 
Salt Lake City (KSL-TV); and Birmingham (WAfM-TV). 

CBS Television Spot Sales 



■ 




Should national ratlin and TV ratings, now gener- 
ally expressed in terms of percentages, represent 
instead the number of homes reached? 



J. Carlisle MacDonald 



Assistant to Chairman of the Board 
United States Steel Corporation 
New York 




Miss Booss 



The 

picked panel 

answers 

Mr. MacDonald 

IflealK , an adver- 
tiser should know 
the actual size of 
the audience of 
his radio or tele- 
vision program 
in terms ot the 
numher of homes 
reached. But due 
to the substantial 
variations in the 
coverage of net- 
works used for various television pro- 
grains, a measurement of the numher 
of homes reached would not, in itself, 
give the advertiser a complete picture, 
lie should also know the relative pop- 
ularity of his program compared with 
other programs on at the same time 
and with programs of competitors. 
This means that he should have an 
evaluation of his program on a per- 
centage basis as well as in terms of the 
actual size of his television audience. 

In order to provide the advertiser 
with the actual size of bis television au- 
dience, it is nccessarv that the measure- 
ment be based on a sample in which 
each tvpe of home is reported in its 
proper proportion. The homes would 
have to be selected in accordance whh 
the best sampling techniques so as ade- 
quately to embrace all geographic sec- 
tions, all income groups, urban and 
rural territory, and homes with and 
without telephone service. By and large 
the rating sen ices today do not pro- 
vide this kind of coverage in their sam- 



ples. For some, the extension of their 
samples into segments of the popula- 
tion not currently reported would be 
incompatible with the techniques used, 
would cause too much delay in the rat- 
ings, or would be too costly. 

Even if it were practical for existing 
services to make substantial alteration* 
in their samples so as to conform to a 
uniform standard, there would still re- 
main the problem of just what the va- 
rious techniques now employed for 
gathering the data really measure. Au- 
dience measurements today, by virtue 
of their number and variety, appear to 
be more fashionable than factual. The 
present dilemma of conflicting percent- 
age ratings is damaging the prestige of 
the broadcasting industry and t he re- 
search profession. The addition of an- 
other dimension, number of homes 
reached, would be premature at this 
point. 

Margaret C. Booss 
Director of Research 
F ederal Advertising 
New York 



l a one who 
has for years 
stressed the vital 
importance of de- 
termining the to- 
tal number of 
homes reached by 
an advertiser, the 
subject of this 
question is both 
timely and pert i- 
n e n t, National 
Nielsen radio and television report* 
have always given both percentage rat- 
ings and homes- reached figures, even 




Mr. Nielsen 



prior to the time when the industry be- 
gan to appreciate the importance of 
"homes reached."' 

Both have been provided because it 
has been absolutely necessary that the 
sponsor, the agency and the broadcast- 
er know two things: 

1. What the advertiser is getting for 
the money he spends. For this purpose 
the fundamental measurement must be 
"homes reached." And in the present 
stage of TV development, this yardstick 
offers the important practical advan- 
tage of insuring wholly sound compar- 
isons between radio and TV audiences 
■ — by eliminating the unfortunate prac- 
tice of expressing radio audiences as 
percentages of all radio homes (of 
which there are about 42.000.000), 
while expressing TV audiences as per- 
centages of all TV homes (of which 
there are less than 14,000,000). 
This practice tends to create the im- 
pression that TV audiences (in rela- 
tion to radio) are about three times 
what they really are. 

2. The intrinsic "popularity" of the 
program — a type of measurement es- 
sential for executives charged with re- 
sponsibility for program selection and 
production. For this purpose, it is de- 
sirable to eliminate all extraneous in- 
fluences, particularly that exerted by 
the number of stations carrying the 
show. 

In general, this can usually be done 
most satisfactorily by expressing each 
radio program's audience as a per- 
centage of those radio homes which 
could have heard the program if they 
had wished to. and each television pro- 
gram's audience a? a percentage of the 
TV homes in the particular areas in 
which the program was aired. 
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MR. SPONSOR: 



While no type of "popularity" rat- 
ing can possibly remove all variables 
(e.g., no two programs have identical 
competitive environments), the forego- 
ing method has proved a very helpful 
step toward the ideal of a true index 
of popularity. 

In our opinion, the needs of these 
complex industries can never be served 
satisfactorily by the use of any single 
rating. Advertisers, agencies and 
broadcasters — both in radio and TV — 
are insisting increasingly that research 
supply all the tools essential to success- 
ful operation. 

A. C. Nielsen 
President, 

A. C. Nielsen Company 
Chicago 



Expressing pro- 
gram audience 
size by number 
of homes reached 
rather than by a 
rating percentage 
would penalize 
programs aired 
in fewer or small- 
er markets. A 
rating is a fairer 




Mr. Roslow 



indication of the 
true audience because it applies only 
to markets where the program is aired, 
whereas a number of homes reached 
figure would inevitably be measured 
against total homes. 

The number of homes reached might 
lead to a very false impression. As the 
TV base (number of homes equipped 
with TV sets) is constantly increasing, 
a program with a stable rating would 
show an increasing number of TV 
homes reached. Furthermore, there is 
no generally accepted figure for the 
number of TV homes. If this system 
of indicating audience size is adopted, 
there should be a uniform yardstick 
of total homes, so information supplied 
by research agencies would be com- 
parable. 

What purpose is the measurement to 
serve? Should it enable you to com- 
pare one program with another, one 
program at different time periods, or 
should it yield cost per home more eas- 
ily? For any competitive evaluation 
within the medium, the rating is essen- 
tial, and I don't believe research is 
standardized enough to permit com- 
parisons between TV and magazines or 
newspapers or billboards. 

(Please turn to page 83) 



ffet&Your fosf Buy 

To P&jcyp Cz/ec - 

New Orleans' Favorite 
Early Morning Show ! 




• COFFEE CLUB is the perfect eye-opener to 'wake up' 
new sales . . . and 'perk up' the old ones. 'Earlybird' 
Phil Gordon gently arouses New Orleans every 
morning with his piano, songs and platters. It's 
the 'Perfect Combination' ... for spot participation! 



Write, Wire 
or Phone Your 
JOHN BLAIR Man! 
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This SPONSOR department features capsuled reports of 
broadcast advertising significance culled from all seg- 
ments of the industry. Contributions are welcomed. 




WJ»\l.W "special edition" is promotion bonanza tor fair 



The Saginaw I Michigan I County 
l air didn't use any local newspaper 
advertising this )car. ^ et, despite two 
days of had weather, all attendance rec - 
ords were broken. Hip promotional 
highlight which contributed to the 
fair's success was WSAM's week-long 
"radio special edition*' — an on-the-air. 
at-lhc-fair promotion which neatly lied 
in National Home Week with radio's 




WSAM spurs listener interest with fair remotes 



value, and the fair's home attractions. 
It brought more than 300.000 guests 
to this NBC affiliate's "Radio Home" 
at the fair. 

The idea was prompted by a note in 
a recent BAB sales letter which pointed 
out that National Home Week began 
on 9 September, the same date set for 
the week-long run of the fair. 

For the exhibition, W'S.Wl covered 
40 feet of frontage designed as visual 
support for the "special edition." The 
front of a pre-fabrieatcd home was 
em-led in the booth, a picket fence ran 
the length of the front yard, and a 
lamp post in front of the house car- 
ried signs reading "Radio Home Boule- 
vard" and "Kilocycle \ venue." An 83- 
slar display featured names of talent 
heard on WSAM. 

On-lhe-air promotion began with a 
30-minute broadcast featuring high- 
lights of National Home Week and al- 
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tendanl home attractions which tied in 
at the lair. All station breaks remind- 
ed listeners that this was National 
Home Week . . . that their only real 
security was a home of their own . . . 
that WSAM served 144,470 radio 
homes, day and night. 

Sales for the special edition passed 
all expectations. In addition to the 106 
programs added to the WSAM sched- 
ule, hundreds of additional announce- 
ments were also fitted in. 

Said a WSAM official: "The field of 
the s])ecial edition has always belonged 
exclusively to the newspapers. We feel 
that this promotion demonstrated posi- 
tively that radio, with careful planning 
and timing, can do an even bigger and 
better job in this line of promotion 
than can the newspapers." * * * 

Raymer promotions make 
timchttyer's Hie easier 

The Paul H. Raymer Company, like 
other lop radio-TV station representa- 
tives, likes to make life a little easier 
for timebuyers and, at the same time, 
get the client station s story across. 
The Baymer approach: a weekly series 
of continuing promotions for the 33 
stations they represent mailed to over 
1.000 timebuyers all over the country. 

Recent reports have included station 
and market data. A typical example 
of such a report the WCAO (Balti- 
more) story: population. 1.344,100; ef- 
fective buying income. $2,023,302,000: 
total retail sales. $1,322,007,000; food 
sales, §343,620,000: drug sales. $41.- 
125.000. Additional information on 
the one-sheet report includes station's 
power, frequency, and network: cover- 
age including total radio families and 
total weekly nighttime and daytime au- 
dience plus examples of station promo- 
tions and sin-cess stories. 

Future Baymer reports call for data 
on individual programs including wo- 
men's and disk jockey shows. * * * 



"Radio Dollars" scores three 
ways with premium plan 

"'Radio Dollars," a new merehan- 
dising-premium plan, is now available 
to stations throughout the country with 
three-way benefits for listeners, local 
stations, and local advertisers. The 
pay-off: every participating listener is 
a winner; local advertisers get definite 
increases in gross volume, and the 
franehised radio station is bound to 
attract more advertisers. 

Here's how the plan works: 

(a I Radio Dollars Inc. franchises 




Coupon is money for sponsor, station, listener 



only one radio station in each commu- 
nity. 

I b ) Participating radio stations, in 
turn, franchise their own advertisers. 
The advertiser agrees to purchase a 
minimum amount of time on the sta- 
tion with "'minimum time" determined 
by the station itself. 

Icl Radio Dollars Inc. then sup- 
plies the participating advertiser with 
Radio Dollar coupons. Radio Dollar 
catalogues. and Radio Dollar emblems 
for his business place. The merchant 
gives Radio Dollars coupons to his cus- 
tomers in the same proportion as the 
customers' purchases, i.e. if a custo- 
mer buys Si in merchandise, he re- 
ceives a $1 coupon. 

(d) Each franehised station publi- 
cizes the items offered as premiums 
and the names of the local participat- 
ing advertisers. Emblems in the mer- 
chants" windows tell the story of the 
Radio Dollars plan and include the 
radio station's call letters. 

"In addition." says Ben Slrouse, 
president of Radio Dollars Inc., "our 
plan provides local radio stations with 
the first opportunity to gel into ihe 
premium business and to offer top qual- 
ity, nationally advertised premiums to 
their local sponsors. ' 

Since the plan was announced in Oc - 
tober, hundreds of queries have been 
received from stations throughout the 
country with definite franchises, thus 
far. given to WWDC. Washington: 
WARE, Arlington. Va.: WITH. Balti- 
more: and WLEF. Richmond. Va. *** 

SPONSOR 
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THE NEEDLE! 

f iMt ' Vice-Pres. Gen'l Mgr. 

Associated Program Service 151 W. 46th, N. Y. 19 



Top advertisers, nets yet 
behind Red Feather tlrive 

"Provide for the fair discussion 
of matters of general public con- 
cern; engage in works directed to- 
ward the common good: and vol- 
unteer aid and comfort in times 
of stress and emergency." 

— from "The Broadcaster's Creed" 
10 September, 1951 sponsor, p. 31 

Advertisers and broadcasters are 
proving that interest in the welfare of 
the community is not just a question 
of lip service. For top-drawer spon- 
sors are devoting time and talent to 
support the Community Chests of 
America and their united campaigns. 

The following advertisers, behind 
campaign chairman H. J. Heinz, II, 
are among those helping support the 
Community Chest drive: Cities Serv- 
ice, Gillette, Armour, Chrysler, Ford. 
Standard Oil of Indiana, Rexall, Gulf 
Oil. General Mills, Electric Auto-Lite, 
Pepsi-Cola, and Pabst. 

Bristol-Myers has devoted time to 
some phase of Red Feather work on 
e\ery program this past month on ra- 
dio and TV {Break the Bank; Mr. Dis- 
trict Attorney). Joseph Allen, Bristol- 




Radio, TV, industry execs unite for public good 



Myers' vice president in charge of pub- 
lic relations, is chairman of the Audio- 
Visual Services committee for United 
Red Feather campaigns. 

Colgate-Palniolive-Peet, via its Strike 
It Rich program, dramatized the Chest 
theme "Everybody Benefits." On near- 
ly every program they used this apt 
slogan. "When you give to your com- 
munity chest, you strike it rich!" 

A special Red Feather Cavalcade on 
19 October featured a two-hour pool- 
ing of talent on TV. The shows, de- 
signed to bring the community fund 
and U.S.O. before the public, were 
ABC-TV's Stud's Place, Super Circus, 
and Don McNeill's TV Club (15-min- 
ute segments). Other participants in 
(Please turn to page 75) 



Tiemendoiis size of retail businesses 
is highlighted by recently released list 
of nation's 100 leading retailers. Here 
are some leaders: Food Chains — A & P, 
with annual volume of §3.180.000,000 
lops all retailers in every category . . . 
Safeway Stores show 1950 sales of 
$1,100,000,000 . . . other food leaders 
are Kroger— $860,000,000 . . . Ameri- 
can stores— $470,000,000. 

Variety Chains — Woolworth — $632.- 
000,000 . . . Kresge— $295,000,000 . . . 
Grant — $250,000,000. Mail Order- 
Sears— $2,561,000,000 . . . Montgomery 
Ward— $1,170,000,000 . . . Spiegel— 
$144,000,000. 

Department Stores — J. C. Penney — 
$950,000,000 . . . Allied Stores— $440.- 
000,000 . . . Mav Dept. Stores— $417.- 
000,000 . . . Federated Stores— $389.- 
000.000 . . . Macy's— $321,000,000 . . . 
Gimbel Bros.— $291,000,000 . . . Mar- 
shall Field— $223,000,000. 

Despite this great volume, retailer 
profit margins on sales dropped con- 
siderably—from 3.0 to 2.4%. To radio- 
men this is a signal to redouble efforts 
in the large retailer field. Obviously 
the newspaper isn't solving the retailers' 
problem, and increasing space rates 
plus higher production costs are getting 
to be a real headache. Radio's low cost, 
easy preparation, broader coverage — all 
mean more today. 

* * * 

From far-away Trinidad, home of 
an APS subscriber (Trinidad Broad- 
casting Co., Ltd.), comes this word: 
"You people at Associated are again 
way out ahead of the competition! 
We have just received the promotion 
material on the Christmas shopping 
jingles and its arrival couldn't have 
been more timely, since a number of 
clients have recently approached us 
with just this idea in mind." Signifi- 
cant note — here and in Trinidad — for 
'51: retailers will start Yuletide pro- 
motions earlier than ever before. Some 
toy departments already opened in 
mid-October! And APS has moved its 
pre-Christmas program release ahead, 
is shipping this week. Holiday shows 
start before Thanksgiving for APS 
subscribers! 

* * *• 

Complicated problem facing radio 
reps and stations selling in the national 
spot field is shown by these facts . . . 
General Motors is largest account, 
spending $45,000,000 in all media, 
using nine agencies . . . P&G budget 



for '50 was $37,000,000. with seven dif- 
ferent agencies involved . . . General 
Food- spent $24,000,000. using four 
agencies. 

Moral: With tin- complex maze of 
national contracts, your rep is handi- 
capped unless you create loral demand 
for your station among local or regional 
manufacturer reps. Recommendations 
for your facilities move quickly through 
company channels, finally meet the 
facts presented by your rep, culminate 
in the order. This is the classic formula 
for station-rep cooperation in the news- 
paper field, and it ha- worked for years. 

* * * 

Those special libraries — priced from 
$19.50 to $47.50 have revolutionized 
transcription service. Dozens of these 
small units are en route to stations 
across the nation today and orders 
keep pouring in. One group of seven 
stations rushed order for seven Com- 
mercial Libraries, will be deep into 
uniform sales training project based 
on APS transcribed sales meetings 
within a few weeks. Two new special 
libraries are now available: CON- 
CERT— a lavish one!— at $32.50 per 
month, and NOVELTY (including 
hillbilly and band) at only $19.50. If 
you don't have details, search your 
desk for the blue APS folder with the 
red disc — or wire or telephone us to- 
day! You can save a cool $500 with- 
out missing a note of music — so why 
delay? 

«■ * * 

If 1 were a station operator anxious 
to prove that radio is here to -tay. I'd 
beg. borrow, or steal the L.P. records 
of those recent CHS Documentaries on 
narcotics and waterfront crime, play 
them for Kiwanis, Rotary, PTA and 
other civic groups. No other medium 
can possibly duplicate the impact of 
these programs . . . no person can walk 
away without tremendously increased 
respect for the institution of radio. 

* * * 

A forthcoming APS new talent an- 
nouncement will complete the roster 
of the greatest collection of talent 
ever to be assembled on one set of 
transcriptions. Our talent list today 
has no equal (ever check it against 
the field?) — but in a few weeks it will 
simply be in a class by itself ... a 
new category of quality heretofore 
unapproached by a library. APS will 
be tough to program against — so why 
not program with it? 
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There aren't many folks in the mag- 
azine business who talk to me, my ra- 
dio alliance being pernicious enough, 
but with TV on hand that's asking too 
much. Despite this though. I recently 
had words with the advertising direc- 
tor of Look. From this gentleman I re- 
ceived some advertising wisdom which 
I would like to distort a bit and put 
to my own devices. He (Don Perkins, 
b\ name I mentioned that a big selling 
advantage of his publication is the fact 
that its editorial content is fact; hence 
the advertiser's story, surrounded as it 
is by this type of matter, is more read- 
ily believed. A point well taken! On 
the other hand- 
One of the greatest strengths of ra- 
dio fa medium which carries its share 
of news and factual data, too) is that 
the fiction it creates and sends so effort- 
lessly into the fastnesses of the home 
becomes just as vital and as believable 
as reality! Actually, with fact (news) 
so grim today, the hapless citizen of 
the world is eager to escape reality, 
hence he is ready to participate in the 
fantastic world that radio can build 
for him (or her). From soap opera to 
Fibber McGee, from Cavalcade of 
America to The Fat Man, he can laugh 
or cry or get goose pimples, knowing 
that his dream world will be resolved 
at 29' 30". Is all this a fact? Well . . . 
The acceptability of this world is 



radio review 



SPONSOR: Ben Tucker's Hudson Bay Furs 
AGENCY: Direct 

PROGRAM: Perry Como Show, WINS, 
Tues.-Sat., 7:15-7:30 p.m. 

For many years now I've visualized Ben 
Tucker in a coonskin cap, toting a flintlock 
rifle, pelts slung over his shoulder, tromping 
down from the .N'o'tli woods (denying; all the 
while that he has anything at all to do with 
the Hudson Hay Company of Canada — this 
last accompanied hy a sly wink). Ben's 
teepee, as any school child who lives near 
New York City can tell you. is located at 
.">7 Fulton Street and 12 DeKalh Avenue in 



proved daily by the tremendous mail 
pull its inhabitants receive; thousands 
of these letters contain literal sugges- 
tions as to how Ma Perkins or Wendy 
Warren should solve their problems. 
Helen Trent gets as much mail as Pres- 
ident Truman, and Nora Drake is far 
better known than Mossadegh. There 
are threats to the villains who menace 
these creatures, blandishments for their 
friends, and yes, even money when one 
of them is a bit short of the green stuff. 

So now that we've judiciously and 
concretely laid the foundation for the 
obvious premise that well-done fiction 
is at least as acceptable to people as 
grim fact, I would like to plunge onto 
this point; namely, that association (as 
Don Perkins maintained) is one of the 
most vital advertising influences. It's 
whom you are seen with that counts 
a-plenty. The program (or editorial 
matter) with which you garb yourself 
has a tremendous bearing on how your 
audience will receive your advertising 
message. This aura can be as impor- 
tant as the wrapper on your product. 

So I think that it should be a prime 
consideration in the type of program 
and star you sponsor. If your drama 
is chock full of bad men, knife throw- 
ers, and heroin mainliners, better get 
yourself a continuing character who 
represents something people like to 
{Please turn to page 68) 



Brooklyn — a trihute to frequency, consis- 
tency, and single-mindcdness seldom found 
in radio advertising. Whether records by 
Perry Como, news, or announrements, the 
Ben Tucker approach to unloading the furs 
he has trapped up No'th is sensationally di- 
rect and directly sensational. 

Within the course of 15 minutes of Como 
(T think three of Perry's recordings were 
woven around the commercials) all stops 
were pulled. We heard that Ben was carry- 
ing on a "Disaster Sale." Manufacturers 
were pouring the furs into him. Ben needed 
cash hy the barrel, and he needed it quick . 
11c was sacrificing his merchandise. lie was 
slashing prices, lie was making it so easy 
for a lady to get a coat that well, you un- 
derstand. Here i« straight announcing writ- 



ten with all the lilt of a Sears catalogue and 
the rhythm of an insurance policy — but if it 
isn't eminently successful, I'll eat the side- 
walk in front of DeKalb Avenue with a 
mink-dyed kolinsky tossed in as an appetizer. 



radio review 



SPONSOR: Luxor Motors 

AGENCY: Direct 

PROGRAM: Announcements, WINS 

A current member in the lineage oi com- 
mercial personalities stemming from Old 
Wan Adler, the Smiling Irishman, and Mad- 
man Muntz, a new one — Jolly Charlie — is 
now operating out of the Luxor Motor out- 
fit. Jolly Charlie wants to sell you a used car. 

His advertising-opus — a spot — starts out 
with a dramatic vignette that is as hoary 
as a Stutz Bearcat; namely, a motorcycle cop 
flagging down a victim and then joining in 
on some merry dialogue which justifies 
speeding because it takes the offender to the 
sponsor's source of supply. Fm still hoping 
to hear one of these commercial-cops give a 
guy a ticket and tell him the product (the 
reason for his haste) isn't worth the rush. 
But. shucks, guess I never will. 

To get back to Jolly Charlie whose per- 
sonality is never borne out in the spot, we 
learn that Luxor stays open late, has fine 
cars, etc., and the end of the announcement 
gives us a bright little ditty. All I can say 
is, "Welcome, Charlie." Glad to have you 
sit in; on your left, meet Utter McKinley, 
the mortician, and on your right, the Flying 
Irishman. Your partner is Singing Sam. the 
Barbasol Man. Okay, boys--whose deal is it? 



radio review 



SPONSOR: CBS Sustaining 
PROGRAM: Station Identifications 

Maybe Fm coining in very late, but 1 don't 
get around in radio as much these days as I 
used to before they invented the gadget with 
the big glass window in it. That's why 1 
was so pleasantly startled to hear li'l ole 
CBS singing its own praises in a cute ditty 
the other eve (following Beulah and right in 
front of the Jack Smith-Dinah Shore show). 
I guess they're doing it all around the net- 
work — at least on their own managed and 
operated stations. 

What happens is that a nice little vocal 
treatment announces that C- B- and S are 
the letters where the best stars dwell. Seems 
about time the networks themselves used 
some of the best devices the medium they 
peddle has to offer. Local stations have been 
doing it for many a year. So a doff of the 
cap to the folks at the network who did the 
job and a double-brandy for the gent who 
had to convince the big-wigs this was a fine 
idea which it decidedly is. 
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Here's 20-year proof that WCAU is the best time buy on the market . . . the 
American Stores Company has just renewed for its 21st year of consecutive and 
exclusive advertising on WCAU. 

In 1931 the American Stores Company began radio advertising on WCAU. 
This proved so successful it continued through the "thirties," past the "forties" 
and into the "fifties" until today it is in its 21st year of uninterrupted advertising 
on WCAU. 

Down through the years WCAU has been synonymous with American Stores 
advertising. Today the chain operates 1500 stores and supermarkets with total 
sales for 1950 of $469,771,090. Six hundred of these stores are in the WCAU 53- 
county coverage area. 

Two decades of American Stores advertising proves one thing . . . it's profit- 
able to advertise on WCAU. 



WCAU 

The Philadelphia Bulletin Station 
CBS affiliate • 50,000 watts 
Represented by CBS Radio Spot Sales 
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Frank Fitzpatrick, of the Katz 
N. Y. office, points out that 
Greater Miami's population 
grew by 51,000 new, perma- 
nent residents between the 
April 1950, census and April, 
1951. 546,000 Miamians now 
. . . 586,000 by April, 1952 — 
more than a million by 1960. 




MIAMI FLORIDA 



REPORT TO SPONSORS for 5 November 1951 

(Continued from page 2) 

Pontiac will spend $500,000 in 
2 weeks to push new models 

I Pontiac Motor Division of General Motors is ready- 

ing $500, 000 2-week air campaign to introduce 1952 
models. In addition to vast radio and TV announce- 

1 ment schedule, following programs were planned at 

presstime: "Stop the Music" (ABC), "Bob & Ray" 
(NBC), "Hearthstone of the Death Squad" and "People 
Are Funny" (CBS), "Under Arrest" (MBS) all on radio; 
TV stanzas cooking are: "Kukla, Fran and Ollie" 
(NBC), "Songs for Sale" (CBS), and announcements 
before and after NBC's Saturday college football 
game. Inability to line up TV announcements caused 
purchase of more expensive shows. Dealers will 
check show room traffic closely in effort to analyze 
effectiveness of various media. 

Singer tries TV, likes it; 
will now try radio, too 

Singer Sewing Machine Company celebrated its 100th 
anniversary recently by buying quarter-hour segment 
of NBC-TV Kate Smith Show, Tuesday 4:45 to 5:00 
p.m., (via Young & Rubicam) ; this was its first use 
of air advertising. Singer Advertising Director 
Harold Horton kept tight check on show's pull via 
' special offers and traffic count in retail outlets. 

Before 7 weeks had passed, he exercised option for 
additional 13 weeks. Without cutting other media 
appropriations, Singer also plans to initiate heavy 
radio coverage in non-TV areas , starting with par- 
ticipations and stepping up expenditures as radio 
proves ability to sell expensive home item. 

Zippo will use 33 TV stations 
in expanded Xmas campaign 

Accelerated Christmas promotion is planned by 
Zippo, Bradford, Penna. , makers of windproof ciga- 
rette lighters. Success of test TV campaign past 
spring has sales executives highly optimistic about 
Xmas plans, which call for heavy use of 20-second 
announcements on 33 TV stations in 20 cities (via 
Geyer, Newell & Ganger). Prior air efforts have 
been confined to "reciprocal" deals with stations — 
swapping lighters for airtime. 

TV-built formats may be major 
source of AM programs 

When seeking new shows for AM, networks may tend 
increasingly to use formats, names developed on TV. 
Two recent examples are furnished by "Howdy Doody" 
and "Paul Whiteman Teen Club." NBC will air AM 
version of former on Saturday mornings as part of 
its "Minute Man Service." ABC was scheduled to 
launch Whiteman on AM, starting 29 October in 9:00 
to 10:00 p.m. slot Mondays. 
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In Chicago, it's WGN 

mm mj m 

5 to a 



In October, 1951, an advertiser ivrote: 

"From time to time, we have used 
all the basic network stations in 
Chicago. WGN has consistently 
outpulled these stations, at a 
ratio of better than five to one/' 



WGN . . . Your Basic Buy . . . reaching more homes per iveek 

— — than any otlier Chicago station 



A Clear Channel Station... 
Serving the Middle West 

MBS 



Chicago 11 
Illinois 

50,000 Watts 

720 

On YourDial 




Chicago office for Minneapolis -St. Paul, Detroit, Cincinnati and Milwaukee 

Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 

Geo. P. Hollingbery Co. 
Advertising Solicitors for All Other Cities 
Los Angeles — 411 W. 5th Street • New York — 500 5th Avenue • Atlanta — 22S Peach Street 
Chicago — 307 N. Michigan Avenue • San Francisco — 400 Montgomery Street 
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RECIPE FOR 
SUCCESS 




Take Mary Lou Humph- 
reys and Jean Slade. Mix 
in 45 minutes of women's 
news, fashion trends, 
menu planning and best 
buys for housewives, and 
you'll come up with a best 
buy for the advertiser who 
wants to reach the great 
homemakers audience. 
It's "WHAT'S NEW" 
daily from 10:45 to 1 1 :30 
on WHEN. 



TO YOUR NEAREST 
KATZ AGENCY MAN 
AND PUT "WHAT'S 
NEW" TO WORK FOR 
YOU! 

■■'■-'■•tfiVttrtW.'Sfli 



WHEN 1 

TELEVISION 

SYRACUSE A 

CBS • ABC • DUMONT 

OWNED BY THE 

MEREDITH PUBLISHING CO. 



agency prvfUe 



Lawrence Valenstein 

President, Grey Advertising Agency, Inc. 



The story of the Grey Advertising Agency is synonymous with 
the story of Lawrence Valenstein, its founder and president. When 
that 18-year old lad started hustling for accounts 34 years ago, even 
in his wildest dreams he couldn't foresee the impressive $13. 500,000 
in hillings that his agency placed last year. 

"How did the agency get its name? Simple," explains burly Larry 
Valenstein. "1 went through school with people calling me Ballantine, 
Schmalentine, and Vanderstein. The first office I opened had grey 
walls; ergo, Grey Advertising Agency." 

Talk to Larry about his agency for five minutes and you 11 find 
one word popping up constantly: growth. "We've done everything 
possible to foster the 'Rhythm of Growth.' Starting with department 
stores, we built up valuable merchandising techniques. Today, these 
techniques and experience are being put to work for a widely diver- 
sified list of clients including Ronson lighters. Kaywoodie pipes, 
Tussy cosmetics. Wilkin Family whiskey, Textron. Inc., Firestone 
Tire & Rubber Company (home products). Bond Clothing Stores, 
Cascade whiskey, Mermen's baby products, Admiracion shampoo, 
Lee hats, and Samsonite luggage." 

Listen to Larry expound his philosophy; you'll soon discover why 
his agency has been able to succeed in its planned growth plan. "I 
firmly helieve that the ownership of a husiness should be vested in 
the deserving men in the enterprise. I started to give away stock in 
the first year of the agency's life; today, every officer and depart- 
ment head owns a piece of the business he's help build. Arthur Fatt 
joined the agency 30 years ago and deserves a tremendous amount 
of credit for the agency's growth. Now he is not only executive vice 
president, but holds as much stock as 1 do." 

Larry is dead against nepotism so his wife won t have to worry 
about their children, 16-} ear-old Linda and 14-year-old Johnny, 
wrangling over office problems at the dinner table. 

Speaking of wrangling, Larry has to do a hit of it with clients who 
are fascinated by that glamorous medium, TV. "When a client who 
has a total ad budget of $600,000 comes to me and asks 'When are we 
going to get a TV show?' I tell him to relax until he has a million 
dollars to put into that medium alone. Until a lot more stations are 
in operation. TV is just not the medium for a limited budget." 

A listing of accounts gives the impression that Grey is soft-goods 
top-heavy, hut this is deceptive as about 75'v of the billing volume 
is in general accounts. Approximately 22' ( of the billing goes into 
radio and TV. * + * 
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Yankee Home Town 
Food Show 

with 

Ruth Mugglebee 

Woman's Editor 
Boston Record-American 
and Sunday Advertiser 
and 
Bill Hahn 
Yankee Radio 
and TV Personality 
Monday thru Frida/ 
1 :1 5 — 1 :45 P.M. 



With Yankee Home Town Stations, 
you're assured of local impact — local 
acceptance — with a saturating coverage 
spreading over the entire city and subur- 
ban trading area! 

Take, for example, the Yankee Home 
Town Food Show, a participating program 
of proven effectiveness! National adver- 
tisers are using this program regularly — 
are finding local impact plus local accept- 
ance a hard-hitting, hard-selling team! . . . 



Plus a merchandising plan exclusive 
and distinctive in New England. 



Go Yankee! Go Home-Town — with the 
Yankee Home Town Food Show! 



Among the advertisers using 
Yankee Home Town Food 
Show regularly are: 

AMAZO 
LOG CABIN SYRUP 
MARSHMALLOW FLUFF 
LA CHOY PRODUCTS 
GERBERS POPCORN 
WH EATEN A 
BOTANY YARNS 
MODENE 
GLENWOOD RANGES 



,m 



THE YANKEE NETWORK 

DIVISION OF THOMAS S. LEE ENTERPRISES, INC. 
21 BROOKLINE AVENUE, BOSTON 15, MASS. 
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AIR BUYING MADE EASY 

i Continued from page 11 i 

to radio time and programs. Some- 
thing to make c\en the most inexperi- 
enced businessman or prospective spon- 
sor aware of the A-B-C-I) processes of 
the \eteian timebuver. Something that 
would he a kind of Rosetta Stone to a 
radio sponsor. 

\fter doodling oil numberless sheets 
of paper in his office, and racking his 
brains while driving around in the 
lovel\ mountain countr\ near Fitch- 
burg. Molina produced the answer. 



Off to a local printer he went, and 
soon the first copies of the WEIM Ad- 
vertising Selector Floachart were in 
his hands. 

In appearance, the Flowchart is a 
series of charts, printed in royal blue 
on a single-fold sheet that's about 17 
inches by 11 inches. On the cover is 
the title, and on the back cover a 0.5 
mv/in coverage map of WEIM. The 
charts, however, are the thing. (See 
reproductions of the WEIM Flowchart 
on page — of this issue.) 

With the simplicity of a McGufjeys 
Reader, they constitute one of the 
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free 

WITH YOUR SUBSCRIPTION TO 

SPONSOR 

THE NEWLY-PUBLISHED 72-PAGE 

TV- DICTIONARY/HANDBOOK 
FOR SPONSORS 

Defining more than 1,000 television terms and uses, 
the $2 pocket-size dictionary is the only publication of 
its kind. Including a sign-language for TV, valuable 
data on camera and lens usage, TV union particulars, 
and other pertinent TV information, the new dictionary 
will be a prized possession you'll refer to again and 
again. Be sure you get a copy by entering your sub- 
scription to SPONSOR without delay. 

Yearly subscription rate is only $8 for the 26 bi-weekly 
issues; the two-year rate of $12 is SPONSOR'S most 
popular value. 

Bulk TV Dictionary rates on request. 

PLEASE USE THE FORM BELOW AND MAIL TODAY! 

SPONSOR 510 Madison Avenue New York 22 

Please enter my subscription to SPONSOR and send me FREE 

the new 72-page TV Dictionary/Handbook. Bill me later. 



N'ame 
Firm 

Add res- 
City 

□ $.12 two >e.irs 



'/.one 



State 

□ $8 one year 



quickest courses in radio basics that 
SPONSOR has come across. 

The first step that an advertiser, 
working in conjunction with a WEIM 
salesman, will take when using the 
Flowchart is to look at a simple chart 
headed "What Do You Sell? - ' In it. 
he is likely to find his own husiness 
under a series of "code classes'' ap- 
parel, food, real estate, etc.). He then 
follows the broad blue arrow to the 
next chart, headed "Who Buvs It?" 
In this chart, he can quickly locate the 
proportions of housewives, working 
girls, men. and "under 17" who buy 
his product or service, and can judge 
which element is the dominant one. 

Armed with this information, he 
then progresses to the third chart, 
which is the average hourly audience 
composition breakdown, in terms of 
the percentages of men, women, and 
children, for WEIM. from the hour? 
of six in the morning until eleven at 
night. In it. he can find the approxi- 
mate hour of the day or night when 
most of his consumers are likelv to be 
tuned in. 

As a final step, he goes to the last 
chart, which is a program preference 
chart, in rank order, for both daytime 
and nighttime programing. From this, 
be can get some idea of what kind of 
program for program adjacency) is 
likely to do him the most good with 
his customers when their dials are set 
for WEIM. 

The clincher is a space for him ( or 
the salesman) to write in the announce- 
ments or programs he thinks he ought 
to buy. 

Simple? Sure, it's simple. But, here's 
what WEI Man Molina has to say about 
its results: 

"The data itself, obviously, must not 
he accepted as constantly accurate in 
each of its details for every season of 
the year and each geographic area. 
However, we have found that the Flow- 
chart has made it possible for us to 
educate the prospective sponsor in a 
single, rapidly-assimilated lesson. It 
has also performed an excellent psy- 
chological job of raising his respect for 
the medium of radio. The Flowchart 
shows him that radio advertising is not 
a hit-or-miss proposition and that it 
has the ingredients for being ap- 
proached scientifically." 

So far. the Flowchart has worked 
out well in actual practice. It has 
helped open up new radio accounts, as 
in the case of the Bell Shops, a large 
New England chain that sells women's 
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Kids . . . kids . . . kids! Dating as an institution back to 1945, "Invitation to Youth" has now been a television "must" to 
the kids of Dayton for over a year. Over 500 participants have been auditioned in this period, with 5 participating each 
week in the competition for prizes. Look at the enthusiasm that this educational and entertainment program generates! 



Isn't it time we dug a little deeper into the matter 
of "public service" programs? 

Take "Invitation to Youth," Here's a program 
designed solely to give direction and occupation to 
the kids of Dayton. Presented for 90 minutes every 
Saturday morning in the auditorium of its sponsor, 
The National Cash Register Company, up to 2500 kids a 
week pack the show. Thousands more follow avidly the 
half-hour telecast or simulcast 
(first in Dayton). There's no 
commercial — no commercial 
angle — no purpose but that 
of The National Cash Register 



IS 


C MANN El 11 

Jo-tv si 


DAYTON, OHIO 



Company and WHIO-TV to unite their efforts for the 
good of their community. 

There is, of course, one great benefit that accrues 
to sponsor and telecaster alike. The National Cash 
Register Company's progressive civic-mindedness 
has won it a unique place in the heart of its own 
community. Our many public services — the majority 
of them unsponsored — have done the same 

for us. Dayton's answer can 
be measured in Dayton's 
listening and viewing re- 
sponse heavily favoring 
WHIO-TV.* 



♦EXAMPLE— Pulse for September 
shows 8 out of top 10 weekly 
shows were aired via WHIO-TV. 
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apparel and accessories. Boll had never 
Used radio before WE1M approached 
them with Molina's new pitrh. 

Reported Molina to sponsor: "We 
made the stop-In -step analysis with 
them. First of all, we established that 
their prospective customers were wom- 
en. This was elementary, of course, 
hut necessary in the logical develop- 
ment of the radio plan. Next, we made 
an analy sis as to the period or periods 
ill the day these women could be 
reached. Finally*, we determined the 
most suitable t\pe of program they 
should use in reaching these women. 
They bought a segment in For You 
Ladies, a WE1M woman's program, at 
9:30 a.m., Monday through Friday. 
They have since told mc that the lo- 
cal Hell Shops store has grossed more 
than they anticipated." 

Molina has no illusions that he has 
discovered something brand-new when 
he approaches a new prospect, like Bell 
Shops, with his proposals. "Any good 
radio businessman," Molina added, 
"would probably have recommended 
the very same ty pe of program at the 
approximately same time without the 
benefit of the Flowchart. The thought 
process, to him, is rudimentary. But, 



to the uninitiate, this thought process 
is novel, and without the Flowchart 
tends to be regarded as either sales 
talk, or of minor importance, or pure 
hogwash." 

When he started using the Flow- 
chart method of selling local advertis- 
ers on using WKIM, Molina also dis- 
covered a few things himself about the 



*4Unlike newspaper and magazine ad- 
vertising, radio advertising has an exclu- 
sive audience. If the listener does not 
receive tlie message at the time it is 
broadcast, he will never receive it." 

HEN DUFFY 
President, BBDO 

use of radio. For one thing, it ex- 
plained a situation which had been 
puzzling Molina for some time: Why 
had one of Fitehburg's biggest retail- 
ers. Television & Appliance Inc., been 
having such a notably unsuccessful 
time with their use of radio? 

WEIM had helped to persuade the 
appliance retailer to buy the tran- 
scribed, quarter-hour show Meet the 
Menjous, and had slotted it for the 
client in the 11:15 to 11:30 a.m. pe- 
riod across the board. Daytime audi- 
ences in the New England town turned 



NORTH CAROLINA 
THE SOUTH S NO. 
WPTF- 
NORTH CAROLINA'S NO. 




STATE 



SALESMAN 



North Carolina Rates More Firsts 
In Sales Management Survey 
Than Any Other Southern State. 

More North Carolinians Listen to 
WPTFThan Any Other Station. 




NBC 



AFFILIATE for RALEIGH, DURHAM 50,OOOwATTS 
and Eastern North Carolina 680kc 

NATIONAL REPRESENTATIVE FREE & PETERS, INC. 



a deaf ear to the sophisticated, "Guess 
who I saw in the Stork Club last night" 
chatter of the famous husband-and-wife 
team, and merchandising results were 
practically zero. 

Here's what then happened, accord- 
ing to Molina : 

"An almost cursory inspection of the 
Flowchart showed this sponsor what 
had been wrong. In fact, the Flow- 
chart in this instance nearly proved to 
be too effective, because it demonstrat- 
ed how bone-headed the station had 
been!" 

Molina decided that the straightfor- 
ward approach was what was needed. 
He sat down with officials of the Tele- 
vision & Appliance Inc. firm, admitted 
that he and his station's salesmen had 
given them a wrong steer, and apolo- 
gized for the mistake. He offered some 
concessions if the client would go along 
with a newly-designed schedule. The 
firm, whose prudent New England ways 
had been somewhat ruffled by the lack 
of radio results from its transcribed 
series, was mollified, and gave them the 
go-ahead. 

"We were very Iuckv to get in the 
door again," Molina admits candidly. 
"We broke down their potential cus- 
tomers into the following approximate 
proportions: one third each of house- 
wives, housewive-working girls, and 
men. For their housewife audience, 
they bought a half-hour strip across 
the board, 10:30 to 11:00 a.m. of a 
popular music-telequiz program. For 
the family audience, a five-minute AP 
newscast across the board at 6:55 p.m. 
and a heavy schedule of announce- 
ments in the early morning and late 
evening to hit the men and working 
girls again. Needless to say. Television 
& Appliance Inc. has had very good 
results from radio advertising and to- 
day is one of our biggest and happiest 
accounts." 

And so the case histories from 
WEIM go. Other new accounts in 
Fitehhurg have been sold on the use 
of proper radio advertising via the 
Flowchart ; previous clients have had 
their schedules successfully revised. 
The device has proved a useful "extra 
salesman" to the station, and has clone 
much to cement happy relationships 
between the broadcasters and his cli- 
ents. 

It may well be that many of spon- 
sor's more sophisticated readers on 
Madison Avenue, North Michigan Ave- 
nue, and Wilshire Boulevard will ask: 
"What's this got to do with me? This 
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Building the pathways 
for television takes time, toil and 
money. Every one of the more than 
23.500 existing channel miles was a 
new challenge to the imagination and 
skill of Bell engineers. Take, for ex- 
ample, television transmission between 
New York and St. Louis. 

From New York to Chicago, engi- 
neers plotted, scouted and tested 
possible &}aflt'o-?jRe/ay routes to 
find the one that would span forests, 
mountains and cities— and would carry 
microwaves around reflective surfaces 



of lakes and plains, ^fffff/rc^iffic/fttf 
stations were then built about every 
twenty-five miles— some 200 feet 
high. 

At Chicago, video signals are 
switched to a coaxial cable and go 
underground through the hard lime- 
stone bottom of the Kankakee River, 
the sticky blue clay of the Kaskaskia 
. , . across the Mississippi . . . under 
the city of St. Louis for 20 miles to 
the broadcasting station. 

Planning, building and maintain- 
ing television pathways for the nation 



is costly and complex, calling for 
continued investment of money, 
special equipment and trained per- 
sonnel. The present value of this 
network, provided by the Long Lines 
Department of the American Tele- 
phone and Telegraph Company is 
nearly $85,000,000. 

Yet the cost of this service is low. 
The Telephone Company's total net- 
work facility charges average about 
10 cents a mile for a half hour of 
program time, including both audio 
and video channels. 



BELL TELEPHONE SYSTEM 




PROVIDING TRANSMISSION CHANNELS FOR THE RADIO AND TELEVISION INDUSTRIES TODAY AND TOMORROW 



i> simple grass-root s radio >tu(T. I 
know all this. Where do I come in?" 

sponsor feels that distance from 
Fitebburg to, say, Foote. Cone & Beld- 
hig, is shorter than yon think. Many 
a big-time account cxecuthe or time- 
buy er will do well to go through the 
mental processes of the IF KIM Flow- 
chart while planning to use a broad- 
cast advertising campaign, whether 
large or small. What works for the 
local merchants of Fitchburg. Mass.. 
also works for the General r oods. Gen- 
eral Mills, and General Flectrics of 
the advertising world. 



Need evidence of this fact? 

Take a look at what amounts to the 
Golden Rule of advertising at J. Wal- 
ter Thompson, the country's largest ad 
agency and a veteran of all sorts of 
radio and TV tiniebuying. 

In a recent speech ( 1*) October) be- 
fore the Eighth Vimual Sales Confer- 
ence at Ohio State University, John 
Hoseh- a v. p. of JWT, pointed out that 
Thompson men are trained to think in 
terms of a '" T-S<piare " of advertising 
principles. In a nutshell, they are five 
self-asked questions (sponsor, 22 Oc- 
tober) : 



( 1 1 What are we selling, in terms 
of what the product will do? 

(2) To whom are we selling this 
product or service? 

I 3) Where is this selling being done, 
and through what channels? 

(4) When are we doing this selling, 
and at what time of year? 

(5) How are we going to do this 
selling to best advantage? 

Does that look familiar? Apply it. 
generally, in terms of radio, and what 
have you got? Whv. practically the 
same thing as the WE1M Flowchart. 

There's a lesson in it for every radio 
or TV advertiser or ageneyman who 
may be inclined to overlook its fun- 
damentals now and then. * ★ ★ 



jINCLE RIGHTS 

( Continued from page 35) 

The whole problem arises because 
ASCAP claims performance rights to 
jingles written by its composers, many 
of whom are top jinglesmiths. 

This is what the licensing hassle can 
mean to an account: 

1. Impaired station relations: Hav- 
ing to pay a fee for airing an advertis- 
er's jingle does not promote friendly 
station relations. And often, cordial 
relations between an agency timebuyer 
or company advertising manager and 
a station means the account gets bet- 
ter time slots quicker. 

2. Possibility of a jingle being 
yanked off the air: If the jingle is 
based on ASCAP music, there's noth- 
ing to halt ASCAP from withdrawing 
this original music if its author ever 
breaks off his ASCAP affiliation. Or. 

■ in the event of another ASCAP 
"'strike," all music v\hich it license-; 
might go off the air. Thus the spon- 
sor is bereft of bis carefully planned 
musical trademark. 

3. Incomplete control. After spend- 
ing hundreds, or even thousands of 
dollars, for the production of a distinc- 
tive jingle, and hundreds of thousands 
for promoting it. a sponsor finds lie 
owns everything but the very impor- 
tant "performance right." For some 
reason he doesn't quite understand, an 
organization which he's never dealt 
with claims this right. 

This is not an isolated problem af- 
fecting only a few adwrtisers. Here 
arc some of the jingles for which AS- 

, CAP has been claiming performance 
fees: Spic & Span: Joy (Procter & 

j (ramble, agency Biow) : Bond Bread 



WDBJ 



FOR ROANOKE AND 
SOUTHWEST VIRGINIA 



The million people in WDBJ's coverage 
area will earn nearly a billion dollars 
this year. Here's WDBJ's family cover- 
age, according to the 1949 BMB: 

Day — 110,590 families in 36 counties 
Night — 85,830 families in 31 counties 
and 3 to 7 days weekly 
Day — 90, 320 families Night — 66, 230 families 

AND in Metropolitan Roanoke WDBJ's 
average share-of-audience is from 50.8 
to 74.4 percent of total sets in use from 
8:00 A. M., to 10:00 P. M. (C. E. 
Hooper — 2 3,191 coincidental calls 
Dec. 1950 through Feb. 1951.) 

For further information: 
Write WDBJ or Ask FREE & PETERS! 



WDBJ 



Established 1924 
CBS Since 1929 



AM — 5 0 0 0 WATTS — 9 6 0 Kc. 
FM — 41,000 WATTS — 94.9 Mc. 

SOUTHWEST VIRGINIA'S Ptotee* RADIO STATION 
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In Northern California 
MORE PEOPLE LISTEN -more often -to KNBC 

than to any other radio station 



KNBC's 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California.,. 



KNBC has the biggest and most loyal audience in 
the San Francisco-Oakland Metropolitan Market — the 
seventh largest, fastest-growing major market in America. 

And as a plus, KNBC penetrates all the rich, fast-growing markets 
throughout Northern California. PLUS markets like Stockton- 
Modesto, Ukiah-Meudocitio, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 

ONLY KNBC can reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 

KNBC delivers MOKE PEOPLE (in one pack- 
age!)— at LESS COST per thousand — than any 
other advertising medium in Northern California. 



KNBC 



PLUS-Market Case History 
Ukiah-Mendocino County 

• Populotion — 40,596, on increose of 45.7% 
from 1940 to 1950 

• Effective Buying Income' — $49, 178,000, on 
increose of 180.9% 

• Retoil Soles "-$36,056,000, up 219.6% 

• KNBC Audience — week offer week, over 
4/5 of the rodio fomilies in this morker 
listen regulorly to KNBC 

*Sales Management's 1951 Survey of Buying Power 



Northern California's NO. 1 Advertising Medium 



50,000 Wotts-680 K.C. 



Son Froncisco 



Represented by NBC Spot Soles 
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•(General Baking, agency BBDO I ; Fab, 
Yel I Colgate-Palmoln e-Peet, agency 
Esty); Ajax Cleanser, Halo Shampoo 
( Colgate-Palmolive-Peet. agency Sher- 
man i> Marquette) . 

Some of these jingles were assigned 
to ASCAP for licensing by their com- 
posers with the knowledge of both 
-ageno and client. But in a great main 
instances the agency believes it owns 
complete and exclusive rights, despite 
\SCAPs assumption of performance 
lights. 

Here's how this whole jingle licens- 
ing hassle developed. 

ASCAP is a cooperative organiza- 
tion made up of music composers and 
publishers. Its job is to keep track of 
all performances of music written by 
its members*, eollect fees for these per- 
formances, and split up fees among 
them. ASCAP can do this for a whole 
group of composers by granting per- 
forming licenses to users of music. 

In broadcasting practice there are 
two kinds of ASCAP licenses. A gen- 
eral one permits unlimited use of AS- 
CAP music in return for a two to three 
percent fee. Under the other, "per pro- 
gram" license, stations pay 8% of the 
time charge for every/ program on 



which VSCAP music is played. 

All the networks, and most of the 
stations around the country, have a 
general license arrangement; it permits 
unlimited performance of ASCAP mu- 
sic. But between 75 and 100 radio sta- 
tions (including many of the largest) 
are signed up with ASCAP on a pcr- 
program basis. These per-program sta- 



* 



* 



ipfcVrry few advertisers have ever tried 
to influence (radio) news, either by hav- 
ing it colored or by having it omitted. 
Thousands of advertisers never even 
think about influencing the news. They 
have a product to sell, and that is their 
one interest in radio stations." 

SAM ROSS 
Assisant Manager, C.KWX 
Vancouver. B. ('.. 



* 



ft 



tions are the ones nicked for an 8% 
cut every time an ASCAP-licensed 
commercial jingle is played. 

How does a jingle fall under AS- 
CAP's licensing jurisdiction? All that's 
necessary is for a composer affiliated 
with ASCAP to write a jingle for an 
advertiser. Under his agreement with 
ASCAP. everything the composer 
writes is automatically licensed by the 
music cooperative. And this in spite of 



Sales up 33% 



OPEN-END TRANSCRIBED RADIO PROGRAM 
• MUSIC - COMEDY - GUESTS 

OVER 100 STATIONS SOLD IN 4 WEEKS 

■PiUK PlM* POTATO CHIP C OMP ANT - W I CHI T A. KANSAS 

RAD I (@)Z ARK 



*» ST, IQW IT. 
SKirttfW-D; Museum 



ENTERPRISES 



CHICAGO, IUIMQII 



any payment made by the advertiser 
or his agency to the composer. Many 
agencies are unaware of this legal fa- 
eet; they assume that because their cli- 
ent owns the jingle's copyright, all 
rights are securely in his hands. 

But many lawyers believe the mat- 
ter of who owns the actual performance 
rights depends on the exact wording 
of the contract between composer and 
client. This is how one outstanding 
New York copyright attorney who rep- 
resents one of the major agencies ex- 
plains it: 

"Normally an agency hires a com- 
poser and carefully explains to him 
what it wants in its jingle. The com- 
poser becomes an 'employee' of the 
agency and the agency becomes his em- 
ployer. Now, the copyright law under 
which music is protected specifically 
states that 'the word author shall in- 
clude an employer in the case of works 
made for hire.' It follows from this 
that the agency thereby becomes the 
'author' of the jingle for copyright 
purposes, and all individual rights in- 
cluded under the general term of 'copy- 
right' belong to the agency. That in- 
cludes the performing rights which AS- 
CAP would need to collect from radio 
stations. But since the agency is con- 
sidered the 'author' — and is not a mem- 
ber of ASCAP — there's no way I ean 
see that ASCAP can claim performing 
rights." 

In other words, according to this at- 
torney and other legal authorities inter- 
viewed by SPONSOR, all an agency need 
to do to protect its rights to jingle mu- 
sic is to word the contract with the 
eomposer properly. If the agency or 
the client is listed as the author of the 
music, ASCAP has no rights to it, ac- 
cording to these lawyers. 

A spokesman for ASCAP indicated, 
however, that there were two points of 
view on the question of copy right own- 
ership. He pointed out that some law- 
yers believe a composer does not lose 
his right to assign performing rights — 
even though he writes a jingle while an 
employee. Tn other words, an employer 
becomes the copyright owner: but does 
not get performance licensing rights 
along with the copyright. 

The difference of opinion never hav- 
ing been settled in court, confuses the 
whole legal picture of jingles. 

Is there a sure way to head off legal 
and financial wrangles? Several agen- 
cies have done this very effectively. 
They hire non-ASCAP writers to do 
nothing but compose jingles. Take 
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IS 

the 
cable 

There's been a lot of romancing about the new relay stations which in 
effect extend the cable to the Coast and make possible "live" coast-to- 
coast television. Certainly, it's a tremendous technical achievement. 
But all it means to national advertisers is that with these new facilities 
they can add just four TV markets "live" — and these for only a 
restricted group of network programs. 

The new facilities can accommodate only one network program at a 
time. And that program must be aired at a time when it will not be 
plagued by that time difference of three hours (or four "Daylight" 
hours) between New York and the Coast. 

For all other network programs, kinescopes are still the order of the 
day — with this change, thanks to science: kines can now be taken off 
the tube in Los Angeles instead of being shipped from New York, and 
vice-versa. But they're still kinescopes! 

Life is much happier for the Spot Program advertiser. His program is 
either "live" or on film — a lot easier for the audience to take than kine. 
His television time is planned market by market. And he uses only the 
markets he needs and wants. No "must" stations or minimum group 
requirements in Spot Program advertising. 

There's a cost advantage, loo, for Spot Program advertisers. Spot rates 
are generally lower than network rates for the same time period, on 
the same station. The difference is enough to cover the extra film prints 
required, their handling, distribution and other costs. 

If you're thinking about television for 1952, you owe it to your market- 
ing plans to get the full story on Spot Program advertising. You can 
get it from any Katz representative. It shows, in very realistic terms, 
that when it comes to television advertising . . . 

You can do better with Spot. Much better. 



THE K A T Z A G E N C If # I N C • Station Representatives 



NEW YORK • CHICAGO • DETROIT • LOS ANGELES • SAN FRANCISCO » ATLANTA • DALLAS • KANSAS CITY 



Sullivan. StaufTer. Colvvell & Bayle*-. 
for example. Jingle-writer Richard 
I hi. who is a regular employee of the 
agency, explains their system: "\fter 
l\e written a jingle for a client, it"- 
copy righted in my name — mainly be- 
cause I've written it and it"> convenient 
that \va\. Then when a station queries 
us we simply tell them that they are 
herein licensed to play the jingle. 
There is no licensing problem because 
we own all rights.'' 

There ma) be variations in detail — 
BBDO sells all rights to the client for 
SI ,00 hut the main point is the same. 



If the jingle composer is not an AS- 
CAP-affdiated writer and is an em- 
ployee of the agency there can be no 
possible hassle over who owns right-?. 
This- is apparently the only completely 
fool-proof system by which an agency 
or client can get all the legal rights to 
his jingle. 

sponsor was unable to obtain a list 
of the jingles for which ASCAP is now 
claiming license fees. But a round-up 
of stations gives at least a partial idea 
of how widespread the practice is. He'-** 
are some of the per-program stations 
who replied to a SPONSOR question- 



naire, together with the jingles for 
which they have been asked to pax a 
license fee. 

WDRC, Hartford. Conn.: Bond 
Bread, Plymouth, Colgate Dental 
Cream. Evans Case Company. Louis 
J. Libby. A. & P., Arrid. Spie and 
Span. Motorola. Joy, Cosmopolitan . 
Good Housekeeping. Charm, Mademoi- 
selle. 

WAVE. Louisville, Kentucky: Chev- 
rolet, others. 

Additional jingles mentioned by va- 
rious stations include: Kool. Fab. Cam- 
el. \ el. Ajax. Halo. Royal Crow n Cola. 
Super Suds. Tenderleaf Tea. Cavalier. 

Station reaction to ASCAP's collec- 
tion letters has been understandably 
irate. Here's a sampling of how some 
per program stations handle ASCAP 
claims. 

WAVE. Louisville: "If the writer is 
an ASCAP member but the agency or 
sponsor owns the copyright and per- 
formance rights xve do not pay ASCAP 
for the use of the music. If the agency 
informs us that the performing rights 
belong to ASCAP. we pay for use of 
the music on our monthly report to 
them." 

WHAS. Louisx rile : "To date xve have 
refused payment on all of these jingles. 
| advising ASCAP that rights are con- 
' trolled either In the agency or the eli- 
' ent." 

WDRC. Hartford. Conn.: "We a*k 
the agencies for clearances. If the\ 
admit ASCAP domination, we pay AS- 
CAP 2 r /(. although ASCAP claims we 
should pay W't . Our contention is that 
| this use is 'theme' use, xvhich calls for 
the 2 f '( payment rather than the full 
rate of {'/ ?'." 

Several of these statements In station 
exeeutix es should disabuse those agen- 
cy people who feel ASCAP's wrangle 
with stations over license fees is none 
of the agency's (or clients) affair. 
Some stations already forxvard their 
ASCAP bills to the agency concerned, 
for payment: probably more will do so 
if the squeeze becomes tighter or more 
persistent. 

Or agencies and clients may face an- 
other kind of assault on their pocket- 
books. The program director of one 
large station suggests this possibility : 
I "Regardless of how you slice it, if the 
sponsor docs not control such music, 
he will eventually have to pay for 
it through increased rates. The ansxver 
is absolute control oxer his trademark 
music." -k -k -k 




Who talk* 
to this Guy % 




Well over 250,000 automobiles 

in WGR's Western New York 

listening range are radio- 
es D 

equipped. 

WGR's top-rated programming eatehes this 
extra Hstenership . . . a big plus to WGR's 
established coverage of the 

360,000 radio-equipped homes 

in this rich market. 



ml 



Columbia 
Network 



RAND BUILDING, BUFFALO 3, N. Y. 

National Representatives: Free & Peters, Inc. 



Leo J. ("Fitz") Fitzpatrick 
I. R. ("Ike") tounsberry 
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YOUR OPPORTUNITY 

For Big Sales Increases in Southern New England 



WTIC OFFERS 
5 ^TOP-FLIGHT 
SHOWS 

For Immediate 
Sponsorship 



One just sold and five to go! And go 
they will too, for each of these half- 
hour programs is a sure-fire sales- 
builder. Now on sustaining, these big 
production, network talent shows are 
waiting for the advertiser who wants to 
take advantage of a tremendous ready- 
made audience in one of the nation's 
richest markets. 

Cost? Surprisingly low! For full de- 
tails . . . rates and ratings . . . pick up 
your phone and 

call your nearest 
Weed & Co. office/ today 



MONDAY 7:00-7:30 P. M. 

S. S. VAN DINE'S FAMOUS 

PHILO VANCE 

Sparkling Mystery Adventure 
~ * * * — 



TUESDAY 7:00-7:30 P. M. 

Rodio's Biggest Point-per dollar Value 

BOSTON BLACKIE 

Thrilling Detective Drama 
— * * * • 



WEDNESDAY 7:00-7:30 P. M. 

EVERYBODY'S FAVORITE 

The Wayne King Show 

Outstanding Audience Builder 
* * * 




j THURSDAY 7:00-7:30 P. M. 

RENE DUNNE — FRED MacMURRAY 

BRIGHT STAR 

Action-filled Comedy-Adventure 
★ * * — 



FRIDAY 7:00-7:30 P. M. 

"Th» Sweetest Music this side of Heoven" 

THE GUY LOMBARDO SHOW 

Tops in Musicol Showmanship! 
* * * — 



SATURDAY 9:30-10:00 A. M. 

Famous Robin Hood of the Rang* 

The Cisco Kid 

A Saturday Morning Natural! 




c 



...DOMINATES THE PROSPEROUS 
SOUTHERN NEW ENGLAND MARKET 
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Morning Man 

HOWARD "CACTUS" WILKERSON'S 
"RECORD RANCH" 

7:15-8:30 A.M. — Mon. Thru Sat. 
Ark.ins.ins like good Western Music . . . 
and they re.illy go for Howard "Cactus" 
Wilkerson's morning roundup of tunes, 
time and temperature before they head fo; - 
work. (Little Rock city bus line reports 
peak hours of passenger travel from 7:30 
to 8:30 A.M.). Whatever you're selling . . . 
from ,'Jpples to Rippers ... let "Cactus" 
tell 'em anil sell 'em! Still some time avail- 
able . . . but 'twon't last long! 

Phone, Write o, Wire GLENN ROBERTSON, 
Manager, KVt.C, for Details and Availabilities . ,. 
or mwact RADIO REPRESENTATIVES, INC. 




National Representative* 

RADIO REPRESENTATIVES 
INC. 



CANNON ON RADIO/TV 

{Continued from page 37) 

ranging from bath mats to pot holders 
to muslin sheets, totalled $137,000,000, 
zooming up in 1050 to a magnificent 
$175,000,000. Sales were this high in 
1950 as mueh as anything else because 
of scare buying which followed out- 
break of the Korean war. Most white 
goods tradesters believe sales for Can- 
non and other firms will not be as good 
this jear. 

It was to move the Korea-swollen 
inventory on retail shelves that Cannon 
first tried radio last spring. After un- 
dergoing its baptism on the air with 
spot TV and "Tandem" radio, Cannon 
then switched to its present network 
shows for strategic reasons. 

Raymond Browne, account executive 
at Young & Rubicam. which handles 
Give and Take for Cannon, explained 
the logic of the AM move this wav: 

"First of all, we wanted a daytime 
show. While the Tandem Big Show, 
Screen Directors' Playhouse, and the 
rest do an excellent job, we wanted an 
early show directed at the housewife 
audience. 

"Secondly, we wanted a radio show 
where the commercials could be inte- 
grated smoothly. Give and Take 
seemed to fit that bill very well. Not 
only do we have regular commercial 
spots to sell towels, sheets and hosiery, 
but it also gives us the chance to offer 
Cannon goods as prizes, the jackpot 
being 60 pairs of nylon stockings. 

"Thirdly, we wanted a radio show 
that could give us local flexibility. 
Now, whenever a local department 
store has a big promotional sale on of 
Cannon sheets, towels or hosiery, Can- 
non makes available a local station 
cut-in on Give and Take, with the local 
announcer plugging the particular 
product the store is boosting. On the 
13th of October, for instance. R. IT. 
Macy cut in on Give and Take to pro- 
mote the sale of its towels in New York. 

"Finally, we wanted a warm sales 
personality, with an established follow- 
ing, who would enhance the prestige 
of the Cannon Mills trademark. John 
Reed King seemed ideal, since he has 
taste and entertainment value, and had 
formerly done wonders for Toni. \\ hile 
some people consider the quiz show 
passe, we. believe an original mind like 
King brings needed improvement to 
that form of show. Altogether, we're 
very happy with him." 



Robert Lansdon, account executive 
at N. W. Aver, which handles Cannon s 
participation in The Kate Smith Hour, 
explains the TV move this way: 

"Firstly, we believe a 15-minute TV 
show gives better sales coverage. In 
our experimental 20-second TV an- 
nouncements, we felt there wasn't 
enough time to tell the full Cannon sto- 
ry. Our present two one-minute com- 
mercial spots on The Kate Smith Hour 
provide more elbow room. 

"Secondly, we left the use of spot 
TV for the very practical reason that 
it was almost impossible to buv an- 
nouncement time at favorable periods. 

"Thirdly, we felt a participation 
show would be most economical. The 
Hofstra Study indicated that TV par- 
ticipation shows actually produce bet- 
ter results at the lowest cost-per-thou- 
sand. 

"Fourthly, we felt Kate Smith would 
be ideal to reach the davtime house- 



The Ward Baking 
Company offered a 
free calendar to put 
its name before more 
St. Louis customers, 
ancf received 27,03d 
mail requests within 
three weeks at a 
cost per inquiry of 
on// three cents, on 
THE HQUSSWtVfS' 
PROJi CTJVf UAGUl 
Most sales-effective 
participating program 
, . any where! 



w 






66 



SPONSOR 



wife audience we wanted. She ltas a 
top rating, is one of the best sales peo- 
ple I know, and has a nice, homey qual- 
ity. Women listeners can project them- 
selves in her personality — a down-to- 
earth, friendly singer who has won the 
respect of millions." 

Commercials for both the radio and 
TV shows are integrated neatly into 
the format, and are handled with in- 
telligence. 

For Give and Take, the Young & Ru- 
bicani personnel who lend their guid- 
ance include Harry B. Carpenter, ac- 
count supervisor; Wilson H. Kierstead, 
merchandising executive; Mildred 
Black, copy supervisor; and Edward 
Snowden, program supervising direc- 
tor. 

John Reed King does most of the 
selling, aided by Bill Cullen, known on 
the show as "The Professor." Ed 
Snowden points out: "There's a pleas- 
ant humor to the commercials that 
blends nicely with the show. And, 
speaking of humor, we never have trou- 
ble getting enough Brooklynites to 
serve as contestants. I'm sure the 
Brooklyn Chamber of Commerce has 
its good-hearted representatives infil- 
trating every quiz show. Or so it 
would seem." 

Generally, the ad agency presents 
King with a guiding outline for the 
commercials; he ad libs the rest. In- 
terestingly, although towels, sheets, and 
hosiery get an equal play, the plugging 
of the long-established sheets and tow- 
els adds eminence to the hosiery, which 
is a relative newcomer. As Account 
Executive Browne points out, "Wom- 
en, who've long used the Cannon sheets 
and towels, are delighted to learn this 
reputable name also can be applied to 
stockings. The prestige of those two 
veteran products, so to speak, contrib- 
utes lustre to the newcomer." 

This thinking is reflected in that part 
of the commercial when King says: 
"Oh, Professor! . . . Any woman would 
be happy with Cannon Nylon Stockings 
— because they're the nylons a gal can 
trust! They have to be — since they're 
made by Cannon, famous makers of 
Cannon Towels and Cannon Sheets." 

This is also indicated in the singing 
commercial that goes: 

GIRL SOLO: Cannon Nylons are 
nylons a gal can trust. 

4 GIRLS: The sheerness of you! 

GIRL SOLO: You mean Cannons of 
course. 

4 GIRLS: The neatness of you! 



top value 




One of the top ten multi-weekly shows* "Arm- 
chair Theater" is a natural for national adver- 
tisers. It provides a ready and responsive central 
Ohio audience at low participating rates that 
assure top value for your TV dollar. 

This popular late evening show features exclu- 
sive first TV run motion pictures — outstanding 
feature films with famous stars. Phone Blair TV 
or write direct for list of coining attractions and 
complete details on the ""Armchair Theater''' 
series. 

♦Pulse, Sept. 1951 
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CHANNEL 10 

CBS-TV Network. Affiliated with Columbus Dispatch and 
WBNS-AM. General Sales Office: 33 North High Street 
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GIRL SOU): You mean Cannon of 
course. 

ILL: Cannon Avion.* arc a "must' 
They're the nylon? a gal can tru.-t. 

For The Kate Smith Hour. N. W. 
\\er guidance is in the hands of Se\- 
mour Morris, account supervisor, Rob- 
ert Lansdon. account executive; Doro- 
th\ Ziinnier. eop\ supervisor; Maggie 
Currens. ropv writer; and Hal Mat- 
thews, commercial producer. 

Cop\ Supervisor Zinnner sa\s: "We 
could have- used freak optical gimmick? 
or film cartoon coined). However. 



since Kate Smith herself is so lacking 
in trick\ devices, we felt it wisest to 
use live commercials using straight, 
honest salesmanship."' 

Usually, Kate Smith offers a straight 
introduction on this order: "A'o towels 
do a hetter job of getting you dr> than 
Cannon Towels! The) "re really thirs- 
t\ ! Whv. it's a fact that Cannon Tow- 
els absorb fine times their weight in 
water!" 

This is followed b) a spiel from a 
woman demonstrator, who soaks a Can- 
non towel into a bowl of water, ap- 



pending the comment: "Watch how it 
soaks it up! Every long, thick loop is 
alert . . . taking up its share of water. 
. . . Imagine! ... a 13-ounce towel 
soaking up more than four pounds of 
water. . . . Cannon Towels absorb 
more . . . wear longer . . . cost less!"' 

******★★ 

••From the viewpoint of the Motion rep- 
resentative research often strives for ab- 
solutes in a field where no absolutes ex- 
ist. The important complexities of indi- 
vidual market problems are washed 
away with generalities far from the 
seene of the buyer's purchase. The very 
flcxibility of spot broadcasting measures 
the scope of research required.'* 

MURRAY CRARHORN 
Managing Director. NARTSR 

***★★**★ 

Cannon believes in following up its 
air advertising by heavily merchandis- 
ing it to the trade. The product sales 
managers and the sales promotion de- 
partment have an integrated merchan- 
dising program tunneling to retailers 
and wholesalers across the country 
through the Cannon sales force and the 
use of direct mail. 

All portents show that Cannon Mills 

is exceedingly satisfied with its baptism 

on the air, both on radio and TV. 

From all indications, it will be some 

time before this exultant sponsor 

throws in the towel in his employment 

of the broadcast advertising medium. 

★ * ★ 



RADIO COMMERCIALS 

{Continued from page 50 I 

(and feel they ought to I identify them- 
selves with. Or if you can't fit him in- 
to the structure of the plot per se, bet- 
ter make a host or an m.c. of this char- 
acter hecause vou sure need having 
him around. 

1 don't mean that you have to have 
a Dick Tracy to be successful. A good- 
natured jerk like Archie or Fibber or 
Kilev is swell. People love them too 
hecause I hey see a lot of themselves or 

j their neighbors in these creations, 
hence sympathize with them readily. 

And. of course, when you can really 
integrate your commercial man with 
the program and its people, for exaut- 

J pie, the way Harlow Wilcox is estab- 
lished on the McCee show — well, then 
vou're really in. But, no matter what 
or how you do it, make sure that yon 
get the right type of association from 
\our program and then make the most 
of it. * * * 
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OUT-OF-HOME LISTENING 

{Continued from i>age 39) 

shed a broad light mi the nation s mul- 
tiple-set and out-of-honie radio listen- 
ing. One of the most thorough diar) 
studies jet made. ARB caught all lis- 
tening by having its 3,500 respondent- 
carr) their diaries around with them. 

.Now for a close-up on each of these 
recent developments : 

WHDH, Boston, Survey. Boston 
radio station WHDH, a 50.000-watt 
independent, took the Jul) 1951 Pulse 
report on Boston and went on from 
there. The station already knew that 
out-of-home listening was up over the 
\ear before — Pulse's February 1950 
survey showed 10.9' < of the total audi- 
ence listened outside the home, but by 
February 1951 the report showed 1 
13.19? - In the summer similarly, there 
was a jump from August 1950 when 
Pulse placed out-of-home listeners at 
14.7'/? to the 15.6'T figure for the cur- 
rent July 1951 study. 

What WHDH wanted to know was 
exactly where this out-of-home listen- 
ing took place and how much went on. 
Also: Are station and program pref- 
erences different than when the listen- 
er is at home? Do those who own TV 
sets have the same listening habits 
away from home as those who don't? 
Is there "escape" listening on radio to 
get away from TV? Do non-TV set 
owners carry their out-of-home radio 
listening habits into the home after 
they buy a television set? 

WHDH went after a sample to match 
the magnitude of their questionnaire. 
They pulled 6.263 sets of answers by 
running advertisements in four Bos- 
ton papers with a combined circula- 
tion of 900,000. The incentive to an- 
swer all these questions was an offer of 
20 Motorola radios for the best final 
line to a jingle. 

The stations sponsorship of this j 
survey was hidden carefully from re- 
spondents. The ads were placed 
through an advertising agency, replies 
were sent to a Post Office box number, 
and all returns were handled by the 
Reuben H. Donnelly Corp.. which it- 
self did not know the survey's sponsor. 

These are WHDH's key findings on 
the basis of questionnaires received 
from 473 cities and towns in 56 coun- 
ties of six New England states. First 
of all. 95.7 c r of those who answered 
reported out-of-home listening at some 
time. As for the "where" of listening. 




To a time buyer 
who never heard 
of Smulekoff's 



AN Icelandic couple vacationing hereabouts heard 
a WMT commercial on the 10 p.m. news and 
bought two complete li\ing room suites from the 
sponsor next day. Shipping tags on the crates set 
a new high in tongue-twisters: from Smulekoff's to 
Reykjavik. 

A GI in the Pacific caught a vagrant airwave and 
ordered a cedar chest shipped to his girl in Louisiana. 
His letter was addressed to the Lane cedar chest 
store that advertises on WMT in Cedar Rapids. 
The order was duly executed. 

Smulekoff's is a furniture store in Cedar Rapids 
whose management first saw the light in 1940. after 
a schedule of spots on our favorite station brought 
customers traipsing in from the hinterland. 
Two years later Smulekoff's moved into a six-story 
skyscraper (Iowa skies scrape easy) and twisted 
our arm for regular sponsorship of the 10 o'clock 
news, with 20 supplementary spots a week. 
The results were, to use the locution of an advertiser 
concerned about the effect of too much enthusiasm 
upon rates, only gratifying. Annual volume is now 
almost eight times that of 1940. (Reserved note: 
Good management had a lot to do with it. Increased 
purchasing power figured. Higher price-levels 
contribute. We don't claim all the kudos.) 
But Smulekoff's "frankly gives WMT full credit for 
the extended trade territory which results in a high 
percentage of our total volume and for the 
dominating influence on our immediate trade area." 

This recital is not offered to promote. necessarily, 
the Reykjavik market or the possibilities of skip 
signals. Iowa needs no embellishment, and we 
suggest that you consider (1) it« $4 billion annual 
cash income and (2) the effective manner in which 
WMT taps it. 
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. Cleveland's CHIEF 
Station moves merchandise 
from dealer's shelves. Top talent, 
"top promotion, plus Greater Cleveland's 
'strongest signal sells for WJW advertisers. 
Got a merchandise moving joh? Get availa- 
hilities NOW from— 




CLEVELAND'S 





STATION 



5 000 W. 
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WJW BUILDING CLEVELAND 15,, OHIO 

REPRESENTED NATIONALLY BY H-R REPRESENTATIVES, INC 



ANY DAY OF THE WEEK 



MONDAY 



TUESDAY 




WREN 

TOPEKA 

Can Lick Your 
Safes Problem 
(In Topeka) 
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THURSDAF 



FRIDAY 



SATURDAY 



*and twice on Sunday. 



ABC 

5000 WATTS 



WEED AND COMPANY 
National Representatives 



it looked this way : 

N o. o£ 

Place Respondents 

Automobile . 3,846 . 64.1 

Neighbor's home. 1,813 .30.2 

Beach . 1,661 ._. 27.7 

Cottage 1,517 25.3 

At work 1,240 „_ 20 7 

Backyard 981 16.4 

Restaurants — 959 16.0 

Other .. 781 . 13.0 

It was the amount of listening that 
really served as an eye-opener. A 
whopping 46.4% of the respondents 
reported over six hours of out-of-home 
listening per week! Another 31.2% 
listened between three and live hours a 
week. Portable radios were owned by 
78.3% of these people, while 42.5% 
bad automobile sets; TV sets were in 
the homes of 46.3 % of those answer- 
ing. 

Answers to the question "what sta- 
tion do you listen to most away from 
home?" brought a grin of satisfaction 
to the face of Bill McGrath, managing 
director of WHDH. The final tally 
showed that 57.0% of the respondents 
listened to WHDH most when away 
from home. This was far and away the 
most frequently mentioned of Boston's 
five stations, the next in line boasting 
a modest 15.7%. 

Questioned about WHDH's unusu- 
ally strong showing in out-of-home 
popularity, managing direetor Me- 
Grath told SPONSOH: "I suppose it all 
started five years ago. A program 
format not unlike that of WNEW's was 
instituted- -news every hour on the 
half-hour and three or four good disk 
jockevs scattered throughout the day. 
For example. Bob & Ray were devel- 
oped here and programed for four 
years prior to NBC 'discovering' them. 
Everything we have done has been with 
the. idea of establishing a strong 'per- 
sonality' and a friendly, alert, and 
tightly produced programing. 

"Our music, for example, follows 
certain broad rules. When a program 
is first agreed upon, very eareful at- 
tention is given to selection of records. 
They must be popular, good arrange- 
ments, non-irritating in any part, and 
the records must have no surface noise. 
We spent considerable money to de- 
\clop the finest high-fidelity reproduc- 
ing equipment available. The added 
brilliance gives a character to the sig- 
nal at {$50 that makes it stand out from 
other stations." 

Music, news, and sports have been 
key elements of the WHDH program 
schedule. It has carried highly suc- 
cessful broadcasts of the Boston Hed 
Sox during the summer, substituting 
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college and pro football, pro basketball, 
and hockey during the other seasons. 
This kind of programing has proven 
most attractive to out-of-liome listen- 
ers — especially motorists. 

According to Mary McKenna, time- 
buyer at Benton & Bowles, the music 
and news stations like WHDH have a 
better chance away from home than 
do network affiliates. In a speeding 
auto the sound level of a dramatic pro- 
gram is such that the story is hard to 
follow and soft-spoken words are lost 
in the general noise of driving. Com- 
mercials on local stations are not lost 
in the same way because the commer- 
cial announcer pitches his voice so that 
it's easily heard above normal driving 
noises. 

Commenting on the WHDH survey, 
timebuyer Frank Silvernail of BBDO 
remarked, with characteristic under- 
statement: "I think it was an interest- 
ing study. It just goes to prove what 
I've always believed — that there's a lot 
more out-of-home listening than peo- 
ple think. I wish more studies of this | 
kind were done.'' 

The Pulse, Inc. Slapping a nieasur- | 
ing rod on out-of-home radio listen- 
ing is nothing new to Pulse. It started 
doing this kind of survey two-and-a- 
half years ago when WNEW got curi- 
ous about the true size of its audience. 
Since then Pulse has sent its research- 
ers into some 150 bars for WBNX 
(New York) and at one time had 30 
investigators patrolling intersections in 
New York to record auto radio listen- 
ing. 

In its latest survey of New York, 
made this August, Pulse found that 
sets-in-use during weekdays started off 
with a meager 0.5 at the early hour of 
6:00 a.m. But as New Yorkers began I 
rising and driving to work, sets-in-use 
rose steadily: 2.7 at 7:00 a.m.; 4.7 at 
8:00 a.m. Out-of-home listening in 
Gotham dropped slightly then for the 
rest of the morning, averaging between 
3.5 and 4.5 up to the noon hour. Dur- 
ing weekday afternoons, sets-in-use 
hovered between 4.0 and 5.7 — with the , 
peak at 6:00 p.m. when workers were j 
homeward bound. Evening out-of- 
home listening ranged between 4.5 ami 
3.5 right up to 11:00 p.m.. failed to 
dip until 11:30 when sets-in-use fell 
to 2.6. 

Weekends are strong out-of-home 
listening times. On Saturday, for ex- 
ample, out-of-home listening among 
New Yorkers reaches a substantial 5.7 
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A QUARTER-CENTURY 

of FARM BROADCASTING 



"Li stener loyalty" is t he phrase most appli- 
cable to Pioneer Station WGY's 25 years 
of farm broadcasting. 
During this period of WGY's 29-year 
history, the 603,660 rural radio families, 
in addition to the thousands of city-dwellers 
who have gardens in the 17th State*, 
have relied on W GY's farm broadcasts for 
valuable advice and information. 
WGY is writing history every day with its farm 
programming; adding more remote broadcasts to the 
600 already conducted; receiving more mail to add 
to the staggering 1,000,000 pieces already received; 
and visiting farms and 17th State fanners to gather 
material for more transcribed broadcasts. 
WGY's first farm broadcast was "The Farm Paper 
of the Air," which has "gone to press" 8000 times 
since November, 1926. (This Spring the last 
15 minutes of "The Farm Paper of the Air" was 
opened commercially). Soon after this inaugural 
farm broadcast, "The Farm Forum," a public service 
program heard every Friday evening at 8:30 P.M., 
and featuring leaders in agriculture, industry and 
government, was started. Both these programs have 
since become a cornerstone of WGY programming. 

*The population of the If'GY area exceeds the popula- 
tion of 32 states. 




Typicol of WGY's listener loyolty is this crowd which wotched o Farm 
Poper of the Air broodcost from the station's Farm Broadcasting Exhibit 
Booth ot one of New York State's courity foirs this summer. 

WGY the capital ° f the i?th state 

GENERAL ELECTRIC STATION Represented Nar<ona//y by NBC Spot Sales 
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bv IO;(H) a.m.. ranges between 5.3 and 
0.7 all afternoon. Peak out-of-home 
listening occurs at 0:00 p.m.. with a 
drop to 4.0 sets-in-use at 7:0(1 and cor- 
i('.-pondin«l\ modest ratings for the 
rest of Saturday evening. Sunday fol- 
lows a .similar pattern, with out-of- 
home listening varying between 4.0 
and 7.0 from 10:00 a.m. to 8:00 p.m. 

Tracking down out-of-home listen- 
ing while it goes on is a laborious and 
eo>tl\ business. Now that out-of-home 
measurement has become standard 
Pulse practice, the research organiza- 
tion simply expands certain of its reg- 
ular interview studies which query re- 
spondents on their listening the da\ 
after it takes place. In Jul) and Febru- 
ary, questions like the following are 
added to the regular survey: "Did am 
member of your family listen to the 
radio any place out of the home to- 
day ? Last night after 7 p.m.? At 
what times did the\ listen? To which 
of these stations and programs did you 
listen (showing program roster I ? 
Where did sou listen?" 

\ sampling of recent Pulse studies 
in various cities shows how wide- 
spread out-of-home listening realh is. 
On the average, at least one person in 



40' 4 of the homes interviewed had 
done out-of-home listening the day of 
the survey . For example. 40.2 r < of 
the homes visited in \tlanta had lis- 
tened outside the home. 42.1' < of the 
homes in Cincinnati. 30.6' '< of the 
homes in Chicago, 41.1 'j in New 
York, and 15.7' ( in Los Angeles. In 
each case there were 2.100 homes in 
the sample. \s might be expected. 

»»A major feature of Phone* Won is that 
if it N estahlishecl as a commercial ser- 
vice, il can make possihlc television sla- 
tions in many communities too small lo 
support a station on advertising rc>c- 
nnes alone.** 

IIENKY C. BONF1C 
V . I'.. Zenith Radio Corp. 
******** 

about half of this out-of-home listen- 
ing was done on the automobile radio. 
Listening at work and while visiting 
accounted for most of the rest. 

These are the high spots of the 
standard Pulse out-of-home listening 
report. The reports also break down 
listeners and non-listeners by age 
group and sex. give the size of the out- 
of-home audience for each individual 
station both for an average day and 
for specific programs. Its possible, 



therefore, for an inquisitive advertiser 
to pick out the percentage of out-of- 
home listeners ( which is in effect a 
rating I for any program in which he's 
interested, then add this out-of-home 
figure to the more conventional in- 
home rating. The total is a complete 
picture of the number of people actu- 
ally listening to a given radio show. 

Interest in getting figures like these 
has grown rapidly. A year and a half 
ago Pulse had clients for only five mar- 
kets — they need at least two customers 
in a market to break even. But by July 
of this year, there were 13 markets 
surveyed for out-of-home listening, in- 
cluding Minneapolis-St. Paul. Phila- 
delphia. San Francisco. Birmingham. 
Los Angeles. Detroit. Buffalo. Atlanta, 
St. Louis. Chicago. Cincinnati. Wash- 
ington, Boston. 

Commenting on the increased cov- 
erage. Dr. Koslow told sponsor: "The 
resistance to out-of-home studies has 
been considerable outside New York. 
Stations are understandably reluctant 
about getting into them because sea- 
sonal changes require frequent checks. 
However. I've noticed that interest is 
growing. Its very likely that this 
year's 13 markets will be expanded to 
17 for our next survey in February." 

New York stations support four sur- 
veys a year — in August, November, 
February, and May . Besides WNEW, 
WQXR. WMGM, WBNX, WOK, and 
WMCA. there are several ad agency 
subscribers, including McCann-Erick- 
son and the Biow Company. The tab 
for stations is $200 a month for the 
full service: for agencies only $15 per 
month. 

i Southern California. In a recent 
presentation, the Southern California 
Broadcasters Association outlined the 
scope of radio listening in 11 South- 
ern California counties in and around 
Los Angeles. Putting together an im- 
pressive array of statistics from many 
sources, the report describes the size 
and character of Southern California 
as a market, points out how efficiently 
radio reaches the more than 5.000,000 
people, living there. 

Tucked neatly into this comprehen- 
sive survey is a complete picture of 
out-of-home listening. Quoting Pulse 
data, for example, the report shows 
that more Los Angeles homes ( 46.5 'v 
of them I engage in out-of-home radio 
listening than in any other city in the 
nation. In fact, sets-in-use for listen- 
ing outsidc-the-home average 4.1 in 
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Use KTBS to reach 
and sell the 318,000 
radio families* in 
this rich agricul- 
tural urea of Northern 
Louisiana, Eastern Texas and 
Southern Arkansas. KTBS is 
the only station in this area 
to offer this service. 
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Rolling Up 7heirS/eeves! 



Career girls and carpenters . . . truck drivers and teachers . . . 
bankers and bakers and pretty homemakers — everybody with 
a conscience is rolling up his and her sleeves to give blood. 

Your Armed Forces are short 300,000 pints of desperately 
needed blood this month. Men, your men, on "Heartbreak 
Ridge" have been hit. Tomorrow it may be at some other place 
with a strange name. And the man who might die . . . will die. 

Your Defense Department and your Red Cross have re- 
minded you that blood is needed. Secretary of Defense Lovett 
says the situation is perilous. Our top military men in Korea 
say it's perilous. 

Why not join the thousands of Americans who are giving 
blood, giving it regularly, cheerfully! It isn't painful. Trained 
personnel make it easy and even pleasant. 

So roll up your sleeve. Make your appointment . . . today! 



What Happened to 7hat Pint of B/ood You Were Goin g to Gii/e} 
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Some agencies and advertisers 
have been unwittingly turning up 
the wrong answers through methods 
of interpreting B M B figures 
which fail to eliminate the frequently 
misleading popularity factor. 

This organization has developed 
a method of using BMB 
figures which keeps the record 
straight on this important point 
— and is therefore uniformly fair 

to all types of stations, whether 
NBC, CBS, ABC, Mutual 
or Independent. 

We will welcome the 
opportunity to demonstrate 
the value and soundness 

of this method 
to agencies and 
advertisers anywhere. 
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metropolitan Los Angeles for both day 
and night. 

Automobile listening, especially high 
in the Far West, accounts for its lead- 
ing position in out-of-home radio use. 



£ To begin with. 59% of all metropoli- 



tan Los Angeles families own cars with 
auto radios in them. This makes the 
area tops in auto radio ownership — 
and 14% above the U.S. average of 
45%. Spelled out that amounts to 
o57.900 auto radio listeners, or 72.5% 
of all metropolitan L. A. auto owners. 

Automobiles, though the locale of 
the greatest amount of out-of-home 
listening, does not account for all of it 
by any means. The breakdown : 

Automobiles 51.2% Restaurants 5.7% 

At work - 14.4% Stores, offices __ 6.2% 

Visiting ..... .21.9% Clubs, schools 0 6% 

All of these facts go to prove Los 
Angeles, and surrounding counties, 
are very strong in out-of-home audi- 
ences. Moderate weather year-round 
keeps average radio listening outside 
the home consistently high in the Far 
West. The large distances, which re- 
quire above-average mobility, also en- 
courage above-average radio listening 
by automobile drivers. The example 
of Los Angeles underlines a basic 
point about out-of-home listening: it 
varies considerably by market and 
season. 

ISBC-CBS Survey. With financing 
from the NBC and CBS radio net- 
works. American Research Bureau 
(Washington) recently finished tabu- 
lating the results of one of the most 
ambitious nationwide radio surveys 
yet made. 

Aimed especially at pinning down the 
extent of multiple radio set listening in 
TV homes, the study picked up con- 
siderable out-of-home data as well. 
Altogether, 3,500 persons in every 
county of the nation carried listening 
diaries around with them. The cur- 
rent study provided a separate page for 
each day's out-of-home listening, there- 
by capturing a detailed written record 
of such listening as it took place. (ARB 
measures out-of-home listening in its 
regular monthly reports as well. I 

Just what the ARB survey reveals 
about radio listening outside the home 
is so far a closely guarded secret. It's 
expected, however, that a complete 
presentation will be ready in a few 
weeks. It should make very interest- 
ing reading for advertisers who are 
anxious to evaluate radio's present 
status. * * * 



MEN, MONEY, MOTIVES 

(Continued from page 6) 

What will 1954 bring — if anything 
— in the rich rain forest of basic pat- 
ent control? What, indeed! 

* * * 

Meantime, our point is made. Gov- 
ernment action today is the great ques- 
tion mark on nearly all entrepreneural 
activity. And for "action" you can al- 
so use the reverse term "inaction." It 
is moot nowadays whether Government 
helps or hurts most, and most often, 
by acting or refusing to act. 

* * * 

Right now Paramount and ABC are 
sweating out FCC approval. The Gov- 
ernment cannot be hurried. It slowly 
weighs two advocacies each advanced 
by earnest citizens. One argument is 
that the FCC should disallow the Par- 
amount petition because Paramount it- 
self is the exhibition half of a divorce 
which took the Department of Justice 
10 years to accomplish. Why now sane- 



WHAT TREB0R DOES 



LOCAL ACCOUNTS 



TREBOR'S STATION 

fWVET] 



can do for YOU in 
ROCHESTER, N.Y. 



Trehor (Daybreaker-Best 
by Request) sells out on 
WVET because Trebor 
"sells" — and so does 
WVET... at low rate, too. 



1280, 
KC 



BOB 



5000 
WATTS 




TREBOR ^»"n» I 1 



IN ROCHESTER, N, Y. 



Represented Nationally by 
THE BOILING COMPANY 



74 



SPONSOR 



tion — runs the argument — the divorced 
exhibitor half of the Paramount busi- 
ness to reach out in a new field, TV, 
and gobble up a new production mate? 
Against this argument, others urge the 
view that realities must be considered. 
They say ABC needs the money and 
brains of Paramount to meet on equal 
terras the competition of NBC and CBS 
in television and that the Government 
ought to encourage more competition. 
The moral stands clear. Everything 
waits on Government. The Govern- 
ment in turn ponders whether to im- 
pede, and thus kill, or favor, and thus 
make good, a businessman's plan. 

♦ ♦ 

Wonder if Owen D. Young would 
look as good today if he were just now 
trying to do his stuff? * * * 



ROUNDUP 

(Continued from page 49) 

the Parade were Kukla, Fran and 01- 
lie, Hawkins Falls, The Wayne King 
Shoiv and Ernie Simon. The pooled 
telecast was seen on Chicago's WNBQ, 
WBKB and WENR-TV and was pro- 
duced by Andy Christian in coopera^ 
tion with ABC, NBC, WBKB, and the 
Community Fund. 

DuPont's Cavalcade of America told 
the story of Traveler's Aid on their 
production, "No One Is Alone"; Pet 
Milk's Fibber McGee and Molly fin 
person) opened the Chest campaign 
in Omaha on 9 October; and Esso's 
Alan Young show, as in the past, de- 
voted special attention on one program 
to a Community Chest message. * * * 

Briefly . . . 

The second volume of "Best Televi- 
sion Plays of the Year (1950-51)" ed- 
ited by NBC's television casting direc- 
tor, William I. Kaufman, will be out in 
November or early December under the 
Merlin Press imprint. The book will 
contain the best of the TV drama crop 
as submitted to Kaufman by network 
and independent stations throughout 
the country. Kaufman, 28 years old, is 
the co-author of "Your Career in Tele- 
vision." 

* * * 

The Ohio Association of Broadcast- 
ers recent fall sales and management 
conference featured these key speakers 
in the broadcast advertising industry: 
Norman Glenn, editor and publisher, 
SPONSOR (1951 Radio Advertising Sell- 



WFBR FAMILY PROMOTION! 




PACK LOCAL AMUSEMENT PARK ! 



Families all over Baltimore listened to WFBR's- 
advance promotion for WFBR "Family Day" at 
Gwynn Oak Park. They believed what they heard — 
and then acted! 

Family after family stormed the park! 

WFBR is proud of this record-breaking pro- 
motion — proud, too, that it is Baltimore's 
real "family station" — the station whole 
families listen to, enjoy and trust implicitly. 

Yes, we have the Hoopers, too — in some 
cases startlingly high. But more than 
that — we have the confidence and 
solid loyalty of Baltimore families! 

Ask any WFBR representative 
or John Blair man to tell you 
about it. 
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ing Techniques) : Maurice Mitchell, 
vice president. Associated Program 
Service I The Pitch — 1952 Model i : 
Dave Baylor, general manager, WJMO. 
Cleveland (The Patient Survived); 
Murrax Grahhorn. managing director. 
\ VRTSR (How I Would Try to Sell 
) our Station Localh and Nationally I . 
Other keynoters: Hen Chatfiehl. new? 
dim-tor. \\ MAZ. Macon: Robert J. 
Burton, vice president. BMI: Kliuer 
Wavne. sales manager. WJR. Detroit, 
and Dr. Kenneth Raker, president 
Standard Audit and Measurement Sep 
\ ice. 

* * * 



King Midas Feed Mills. Minneapo- 
lis, have hought a 12:45 to 1:00 p.m. 
show. Harvest Hands on WDGY, 50,- 
000-watt LBS affiliate in thai city. The 




1. Move product. . ■ . craaTe store traffic- 

2. Build prestige. 

3. Improva dealer-manufacturer relations. 

4. Impress stockholders. 

5. Improve public relations. 

6. Cement employee-employar relations. 

7. Supplement printed media advertising. 

8. Carry main advertising burden. 

9. Identification! (who — <vhat — where) 

WWOD . 1390 2-3441 



WWOD highlights advertisers' key air usages 

WWOIX MBS in Lynchburg, Va.. 
has come forth with an interesting pro- 
motion card that asks advertisers 
"What do yon expect radio advertising 
to do for you?"' (See above. I 



Harvest hands new $30,000 buy for Kinq Midas 

broadcast purchase, said to be around 
$30,000. features this live-talent West- 
ern show five times weekly plus hour 
long personal appearances and remotes 
from different stores in Minnesota and 
Wisconsin towns every Saturday. 
* * * 

The Havens & Martin stations in 
Richmond I WMBG, WCOD-FM, and 
WTYR) combined the Tobacco Fes- 
tival promotion with WMBG-NBC sil- 
ver jubilee. 20.001) yardsticks handed 
out on the streets of Richmond read 
"The Silver Jubilee on WMBG and 
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Jfa Jim tff- tfa^Jmz' 



52 thrill-packed half-hour stories of the fabulous rogue made 
famous by Orson Welles in "The Third Man." Send for audition. 
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NBC; 25 Years of the Best in Radio." 
Other side of the yardsticks read: "The 
Three Pioneers of Virginia: WMBG. 
WCOD-FM. WTYR.*" The yardsticks 
were handed out by y oung ladies 
dressed in colonial costumes. Two 
weeks before the Tobacco Festival, sta- 
tion identification included: "Measure 
our 25 years of broadcasting progress 
in vour hours of listening enjoyment." 
*• * * 

\BC and Station WDS1 . Xew Or- 
leans, celebrated their affiliation re- 
cently with the network show. W ay 
Down Yonder, originating from Bru- 
latour Mansion, home of WDSU. 



fa 
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Net, station luminaries mark WDSU-NBC tie 

Among those present (see photo be- 
low ) : Robert D. Swezey. WDSU gen- 
eral manager; Ben Grauer. \BC an- 
nouncer and the show's guest m.c: H. 
W. Slavick, WMC. Memphis, general 
manager: Paul Hancock. NBC station 
relations director: Louis Read. WDSU 



com me 



rcial 



manager. 
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LONCINES 

[Continued from page 31 ) 

ing the firm alive at a time when few 
people could afford a watch. In the 
1940"s. there was the tight supply 
problem of the war years and the ne- 
cessity of keeping the brand-name 
ali\e until supplies grew better. Then, 
more recently, there has been the all- 
out advertising battle between firms 
like Longines-Wittnauer — who import 
and pay taxes on jeweled, unadjusted 
movements from Switzerland- — and do- 
mestic firms like Hamilton and Elgin 
who constantly lobby to get the import 
taxes raised. 

Through these ever-changing eveles. 
Lougines-Wittiiauer has leaned more 
and more on broadcast advertising as 
a solid base for its advertising. 

Ad budgets for Longines-Wittnauer 
are usually close to 7\U' <' °f die antici- 
pated net sales, and have grown as 
net sales have grown. Howes er. radio 
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and TV portions of the advertising 
appropriation have shot ahead in geo- 
metrically progressive leaps. From be- 
ing a minuscule portion of the ad 
budget in the 192()'s, the air advertis- 
ing dollars grew to constitute about 
one-third of the total budget during 
the 1930's, about half in the 1940's, 
and nearly three-quarters today. Ob- 
viously, the institutional approach of 
Longines-\\ ittnauer on the air has 
been found to pay off handsomely. 

However, the firm s first plunge into 
broadcasting was an exceedingly small 
one. It happened in February, 1927, 
when a WJZ announcer went before 
the station's soup-plate mikes to voice 
what amounted to an advertising stunt 
for the watch firm, then just plain A. 
Wittnauer & Company. It was a 
"sponsored" time signal — radio's first 
— and the beginning of a long-standing 



"The more individual station sales pro- 
motion effort ihe faster IS AIS will pros- 
per for the industry as a whole and put 
us all in the driver's seat again. ^* 

ROBERT S. KELLER 
Sales promotion rep N. Y. 



romance between the firm and airsell- 
ing. 

The Wittnauer firm (which changed 
its name later to Longines-Wittnauer 
in a 1936 reorganization) began slow- 
ly to follow up this lead. Not wishing 
to spend any appreciable amount of 
money in a then-untried medium, the 
watch firm began instead to make 
"barter deals" in radio. Wittnauer 
would install a set of chronometers 
and give everybody a watch. The sta- 
tion would, in return, give sponsored 
time signals. The watch firm didn't 
realize it then, but it was reallv get- 
ting a bargain. 

(Bulova, incidentally, caught the 
scent of this in late 1927, moved in on 
a cash basis, and quickly outstripped 
Wittnauer in using time signals. To- 
day, these time breaks on AM and 
TV are the backbone of Bulova's 
$5,000,000 ad\ertising campaigns, and 
Longines-Wittnauer never caught up in 
this category, eventually dropped time 
signals.) 

Slowly, and then with gaining speed, 
Wittnauer began to expand its time 
signal operations. By 1929, it was in 
most of the key radio markets with 
fairly extensive spot schedules. 

By 1936. when the second half of 
its hyphenated name was added, Lon- 
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Summer is over and this gal's vacation 
is through 

It's "Back to Work" time and that 
means buyers for you. 

New dresses, new outfits, gals need 
dozens or more. 

Plus lipstick and hair soaps, all things 
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They only spend money on products 
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gines-Wittnauer was buying extensive 
time signal breaks in 26-week cycles 
on such key stations as WOK. They 
sturk to short, simple, institutional 
cop). Around that time, too, an an- 
nouncer named Frank Knight started 
doing Longines-Wittnauer time signals 
on WOR. little realizing that he was 
starting out on what has wound up as 
a full-time career of voicing Longines- 
Wittnauer commercials. 

So far. Longines-Wittnauer was 
causing very little in the way of a stir 
in broadcasting circles. Most of its 
budget was going into magazines, 
newspapers, direct mail, other media. 
Longines-Wittnauer time signals cov- 
ered only some one dozen markets at 
most, and none of the campaigns were 
in the nature of a "saturation. Re- 
sides. Bulova had most of the choice 
time signals sewn up tight. 

Then as. admen who have worked 
closely with Longines-Wittnauer re- 
call, the idea came for a new approach 
in the watch firm's radio tactics. Fred 
Cartoun and the Arthur Rosenberg 
agency, at that time the watch coin- 
pain's ad counsel, began to talk up this 
idea: spot programing, of a digni- 
fied, musical nature. 

Credit for this plan is sometimes 
mentioned, incidentally, as going to 
Mrs. Fred Cartoun. since she has al- 
ways had a great fondness for music. 
However, once the idea was planted. 
Fred Cartoun began to build on it. 

The result, on the afternoon of Sun- 
day, 6 April 1041. was the official de- 
but of the [.ongincs Symphonette in 
the 5:30 to 6:00 p.m. spot on WJZ. 
then key New York outlet of the old 



NBC Blue Network. It started as a 
live musical group of some 13 strings 
under the baton of Mishel Piastro, 
famed concert violinist of the New 
York Philharmonic. The show was 
owned and produced entirely by Lon- 
gines. The musical numbers were sim- 
plified versions of classical and semi- 
classical orchestral works. Frank 
Knight was picked as the commercial 
announcer, after an audition. The 
debut was successful, and right then 
and there Fred Cartoun decided that 
this was just the thing that Longines 
air advertising needed. 

The program was dignified, which 

••IVople aren't interested in « hat's in 
your product until they know what's in 
it for them,** 

HOW ARD W. iNEWTOIN 
(',/*., Dancer-Fitzgerald -Sample 

was in keeping with Longines' adver- 
tising claims of "The World's Most 
Honored Watch," and it provided a 
perfect tie-in: "The World's Most 
Honored Music." While somewhat on 
the long-hair side, the music was far 
from "high-brow," and was aimed at 
popular, non-jazz taste. 

Having found the air advertising 
gimmick it needed, the next problem 
facing Longines was what to do with 
it. 

Network radio in 1041 was out of 
the question for Longines' budget. The 
answer was obviously spot radio — but 
how? A method was needed, and a 
method was found in transcriptions. 
The teaming of the Longines Sym- 
phonette and a recording studio was 



to mean real success. 

On 28 September. 1941, the Lon- 
gines Syniphonette switched its "origi- 
nation' 'to WEAF, New York, and be- 
gan to go heavily into the recording 
business. Meanwhile, the Lonsines- 
Wittnauer ad agency began to go 
quietly on the prowl for good half- 
hour time slots on some 50 or 60 sta- 
tions. During that season, station busi- 
ness was slow, radiomen recall, and 
most station managers weleomed the 
idea of the half-hour shows with open 
arms. 

Meanwhile, the Symphonette was 
undergoing some interesting changes. 
From its original nucleus group of a 
dozen or so, it began to grow to a con- 
cert orchestra of some 30 men. Since 
the program was exclusively Longines' 
own house-produced show, its output 
began to fill a big library in the watch 
firm's own headquarters. 

B) 1046. the Longines Symphonette 
was one of radio s largest spot program 
operations, being aired over more than 
100 stations. It was in that year that 
two other interesting developments 
surrounding this musical series took 
place. 

The first was direct proof that the 
show sold Longines watches. In fact, 
it sold them so well that jewelers were 
forever running out of them, and al- 
locations had to be set up. To reduee 
the pressure, the watch firm — which 
had been plugging Wittnaucr watches 
rather patronizingly as the "sturdy 
and dependable Wittnauer, companion 
piece to the famous Longines" — be- 
gan to put more and more of the radio 
emphasis on Wittnauer. (This has even- 
tually blossomed into a full-fledged air 
campaign on CBS radio for this lower- 
priced line, which competes directly 
with Bulova. et al.) 

The second big development took 
place on the night of 5 November 
1046. at S\ mphony Hall in Boston. 
There, the Symphonette group played 
its first big public concert to a paying 
audience, and went over with a bang. 
This made quite an impression on 
Longines-Wittnauer. who didn't really 
know what to do with this aspect of 
the show until last year. 

In the meantime, the S\ inphonette 
made other public appearances at pri- 
vate concerts in New York's Carnegie 
Hall during the summers of 1947, 
1948, 1949 and 1950. To these eon- 
certs were invited the jewelers who 
were attending the annual National 
Retail Jeweler's Conventions. Like 
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Mister PLUS, the smithy, stands 
Beneath the chestnut tree, 

Holding in his sturdy hands 
A vast community: 

"MBS has STRONGEST GRIP 
On Home-Town U.S.A. 

Eleven-million listenership 
Is platinum — not hay!" 
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KCMO reaches 33.4% of all Mid- 
America radio homes tuned to 
Kansas City stations— a share of au- 
dience larger than any station heard 
in the area. Get proof— get the facts 
on Mid-America radio coverage from 
the Conlan "Study of Listening 
Habits" in Mid-America. Parts 1 
and 2 of the 3 -part continuing study 
are ready now. Write on your 
letterhead to 
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the annual Christinas albums of re- 
corded Syniphonette numbers then 
being sent to the trade, these were real 
prestige-builders for Longines-Witt- ] 
nauer. The concerts played to packed 1 
houses and Longines' speakers stressed 
the fact that the Syniphonette was a 
selling vehicle. (What eventually hap- 
pened as a result of these successful 
public dates will be told a little later 
in this report.) 

The year 194!! stand.* as an impor- 
tant one in the history of Longines- > 
Wittnauer's air advertising. It was in 
this year that the Columbia broadcast- 
ing System, which had eyed the lucra- 
tive spot billings of the Syniphonette 
for years, persuaded Longines to be- 
come a network client, final big step 
in their air growth. 



"If yon want to reach people below 
a\erage income in the bigger cilies. >oii 
just can't do it through magazine ad- 
\ertising. Radio, on the other hand, 
does reach these people — and nearly all 
of them. We turn to radio as a means 
of reaching this group. 

II. A. RICHMOND 
doner at Supervisor 
Metrojtolitan Life Insurance Co. 

★ ★★★★★★★ 

(It was also in this year that the 
watcb firm left its agency, Arthur Ro- 
senberg, to go to Victor A. Bennett.) 

CBS landed the Longines business 
by some clever salesmanship. Know- 
ing that the watch firm likes to feel 
that it's getting a lot for its .noney, 
CBS went in and sold hard on the 
cost-per-thousand aspects of network 
radio. As a trial. Longines contracted, 
through its new ad agency, to sponsor 
the live Festival of Song. Sundays at 
2:00 to 2:30 p.m. on CBS, keeping the 
majority of its spot radio intact. 

A few weeks later. CBS was back 
with another pitch. This time, the sug- 
gestion was to pull out of spot radio 
and apply the spot dollars to selling 
Wittnauer watches with a second CBS 
half-hour musical show. Longines went 
for the idea, and dropped the axe on 
its spot radio soon thereafter. 

On 26 December, 194!!, Longines- 
Wittnauer moved Festival of Song into j 
the Sunday, 5:00 to 5:30 time slot, i 

* 7 i 

and filled the vacated slot with a sec- 
ond show, Festival of Music. This 
show, actually the Longines Syni- 
phonette with another name, kept to 
this title for a while as the spot con- 
tracts ran out. The prestige musical 
vehicle came into its own, however, 
on 13 March 1949. On that date, the 
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early - afternoon show became the 
H'ittnauer Choraliers ( first major air 
promotion for the secondary line). The 
late-afternoon show became the now- 
recorded Longines Symphonette. Ex- 
cept for earned hiatus and some jug- 
gling in time slots, the firm lias been a 
two-program CBS network radio ad- 
vertiser ever since. 

Longines-Wittnauer soon started to 
move in on another new field: CBS 
network television. Its foot-wetter was 
a one-shot, hour-long Thanksgiving 
simulcast in 1949. This was followed 
by TV-onH one shots and special 
events, including election returns. 
Thanksgiving and Christinas shows in 
1950. and two special-events coverages 
of the Mac Arthur activities in 1951. 

In June of this year, the Longines 
Chronoscope, a talky. non-controver- 
sial current events show directed by 
Alan R. Cartoun, was added in the 
Monday 11:00-11:15 p.m. slot on 
CBS-TV. This has since been expanded 
to a Monday. Wednesday, Friday line- 
up on some five live outlets and about 
nine kinescope markets. A special 
Thanksgiving Day one-shot is planned 
this year on CBS-TV, from 5:00 to 
6:00 p.m.. featuring the performers 
from the two radio shows. 

During 1950, Longines decided to 
use some of the flexibility afforded by 
its vast recorded library, and went in 
for a low-cost, gift-season push on ABC 
radio. Using recordings in disk-jock- 
ey fashion, with introductions bv 
Frank Knight, the Symphonette's 
steady announcer, Longines aired their 
classical music show from 2 October 
1950 to 28 December 1950 on ABC, in 



the 10:35 to 11:00 p.m. slot, Monday 
through Thursday. Added to the two 
CBS radio shows, and the five-a-week 
airings of the Symphonette on WNBC 
I sole surviving spot program opera- 
tion), this gave Longines-Wittnauer 
the startling total of over 11 radio pro- 
gram hours a week in New York (less 
elsewhere by five hours) during the 
holiday season. 

As the lineup now stands for No- 
\ember, 1951, the Symphonette is 
heard via tape recordings on CBS ra- 
dio, Sundays, 2:00 to 2:30 p.m. The 
Willnaner Choraliers are heard live on 
Sunday nights. 10:00 to 10:30 p.m., 

******** 

»*Tele\ ision combines the irresistible 
appeal of moving pietnres with the con- 
venience and tinie-coineidenec of home 
entertainment. It has the advantage of 
the movies without the drawbacks.** 

GLEN McDAMEL 
President, RTMA 

******** 

also on CBS. Chronoscope is scanned 
for three quarter-hours weekly on 
some 14 CBS-TV stations. Thanksgiv- 
ing and Christmas TV one-shots are 
planned, and the TV will be expanded 
again shortly. All in all, it's a healthy 
network lineup. 

The rating history of these shows 
clearly establishes their effectiveness. 
For instance, the Pulse weighted re- 
ports for July-August 1951 covering 16 
leading radio markets give Longines 
Symphonette on CBS about a 3.7. Not 
a startling rating, of course, but look- 
how it compares to such similar "pres- 
tige" musical shows as Voice of Fire- 
stone and Telephone Hour. In this 



same report, these two programs got, 
tespectively, a Pulse average of 6.2 and 
6.3. Estimates of the radio-only pro- 
duction costs of these latter two shows 
are about $7,500 to $10,000 apiece. 
sponsor's estimate of the per-program 
talent costs of the waxed Longines 
Symphonette, based on knowledge 
gathered from recording officials and 
the musicians' union, is slightly under 
$3,000 apiece. Thus, the Symphonette 
delivers about half of the audience of 
the other two shows, at about a third 
of the cost. 

Pulse figures show 7 that the lacklus- 
tre Longines Chronscope does well in 
the rating category. In the July-August 
Pulse, Chronoscope got a Monday- 
night 9.3 average for six TV markets, 
showing that it inherits a sizable au- 
dience on Mondays from the Studio 
One slot which precedes. This com- 
pares nicely with the ratings of the 
similar but more expensive Meet the 
Press for the same period, which got 
a 7.3 average, two points lower than 
the less-expensive Longines show. 

Longines-Wittnauer has not forgot- 
ten spot radio. The lucrative New- 
York City jew'elry market is spot-sold 
via the Monday through Friday, 7:00 
to 7:30 p.m.. Longines Symphonette, 
also taped, which WNBC v\on away 
from WOR. 

Also, a revived dealer-placed e.t. 
campaign is under way. By salvaging 
music from its Symphonette recordings 
the watch firm is offering a low-cost 26- 
week series of 15-minute transcriptions 
called the Longines Musicale. These 
open-end disks, which actually are a 
musical series of a few years ago, are 
available gratis to dealers, who then 
place them locally and pay for the 
time. Clearances, to avoid conflict 
with the Symphonette, are subject to 
the watch firm's O.K. Jewelers have 
been quick to snap them up, and they 
should be running in most major radio 
markets by Christmas. 

The hottest new trend in Longines 
promotion fin addition to stepped up 
hand-outs of Longines on radio and 
give-away shows) is the final out- 
growth of the earlier public appear- 
ances of the Longines Symplionette. 

As a trial run in 1950. Longines 
O.K.'d booking of the group on a 12- 
week swing from New York to the Rio 
Grande Valley through Jack Adams & 
Company. It was a completely self- 
liquidating tour (paid admissions 
only), but Longines was quick to in- 
sist that all publicity, billing, promo- 
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Miner PLUS 




Mister PLUS, Town Crier, says: 

"We've got good news for you! 

News listening here is up — oyez! 
They love our newscast crew!" 

MBS is FIRST FOR N£WS- 

With listeners and sponsors! 

So if it's news you plan to use, 
Here's where to put it on, sirs! 



— the difference is MUTUAL! 
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tion, etc., bear the name "Longlnes 
Symphonette." 

Now, since 8 October, the 31-piece 
group has been on a 14-\veek road 
tour, playing 120 conceits in 98 cities, 
and making a wide swing from Penn- 
sylvania and Ohio through the North- 
central states, down to the Gulf Coast. 
The public reaction to these concerts 
has been so great that Longines-Witt- 



"We have to remind sponsors of TV's 
high costs and point out to them that, 
although the girl may look very good 
in mink, someone has to pay the fur- 
rier.* 9 

JOHN KAROL 
V.P. in charge of sales, CBS 



nauer plans a fancy 22-week tour for 
1952. 

In late October, Cartoun got the fol- 
lowing letter from Clarence E. Cramer 
booking agent for the Midwest leg of 
the Symphonette tour. It attests to the 
popular success of its concerts, which 
play mainly in small communities. 

"Monday night and Tuesday, I was 
with the orchestra at Galesburg, 111., 
where a capacity crowd simply would 
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WMRY programs to more than Yi 
million Colored people throughout 
Southern Louisiana, Mississippi, 
Alabama and Northwest Florida. 



600 KC- "THE SEPIA STATION" 

WMRY 

NEW ORLEANS, LA. 



TrU ONt D.RcCT APPROACH TO NEW 
ORLEANS' LARCEST MAJOR MARKET 



not let them go at the end of the con- 
cert. Nightly it is the same story — 
three encores at the end, and Mishel 
dismisses the orchestra during heavy 
applause seeking the fourth encore." 

The promotional value of these con- 
certs is enormous, since they add vast- 
ly to the "prestige" of the radio-TV 
shows at practically no cost. Merchan- 
dising possibilities are endless, and the 
watch firm and its dealers are going 
all-out with supporting promotions. 

Riding the crest of this successful air 
advertising and city-by-city promo- 
tions — backstopped by a $500,000 
campaign in magazines, supplements, 
direct mail and trade advertising — 
Longines-Wittnauer is still ahead. It 
has proved, by dint of trial and error, 
of experimentation and refinement, 
that advertising "dignity" can be 
equated with sales ''dollars." * * * 



TV CODE 

(Continued jrom page 29) 

emblem may or may not make the dif- 
ference, the skeptics concede. They 
admit Hollywood has successfully en- 
forced self-regulation by penalizing its 
own bad boys. But Hollywood is a co- 
hesive and tight small group. Adver- 
tising is a sprawling affair. One doubt- 
ing Thomas at CBS thought any code 
offered as much temptation to cheat on 
over-all quality by meticulous defer- 
ence to unimportant small rules rather 
than a stimulus to genuine upgrading. 
Conceding that TV programs need 
improving, he still declined to enthuse 
about any set of rules. "That's the easy 
way," was how he expressed his reser- 
vation. 

Advertisers will also he interested 
to know that the present expectation of 
NARTB is to spend a considerable 
bundle of cash promoting the code via 
paid space. This is in recognition of 
the cynicism factor and the more 
recent grumbling of the articulate 
public generally. 

Obviously, the implications of the 
code multiply as the examination pro- 
ceeds. Every serious-minded sponsor- 
ing official should, in SPONSOR'S opin- 
ion, get hold of the full text (write 
Oscar Elder, NARTB. 1771 N Street, 
N.W., Washington 0, D. C. 

Because television has so many 
"vision" problems that had no exist- 
ence in radio, much attention has to 
be given to these new hazards. Ad- 
vertisers will not fail to register, right 
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NELSON 

One of 
WDIA's 
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personalities 



Another Renewal 
From PUREX For 
WDIA, Memphis! 

Yes, In Octolxr PUREX started Its fourth continu- 
ous 13 week sponsorship of 15 minutes of Ford Nel- 
son's "Glory Train" (Mon. thru FrU. Thus PUREX 
continues to sell the 44% Negro segment of Mem- 
phis' 394,000 population and the 489,000 total Negroes 
in WDIA BMB counties. Case histories and Hoopers* 
prove that WDIA completely dominates in selling this 
important portion of the Memphis market. The 5 
other Memphis stations split up the white audience. 
Join now the trend set by such important national 
advertisers as Lucky Strike, Bayer Aspirin, Shinola. 
Brooks Foods, Taystec Bread, Colgate Dental Cream. 
Super Suds and many others! Make a note to get 
the full facts on WDIA from us or our representative. 
Increased sales for your product will make you glad 
you did! 

'HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: May-Sept. 1951 
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MEMPHIS WDIA TENN. 

John E. Pearson Co., Representative 



SEPARATE BUT EQUAL 

WERD 

Proves A Moot Southern Point in Atlanta 

. . . ""Separate but equal", — that famous phrase 
heard but seldom seen, came true, Hooper-wise 
for WERD in May, 8:00 AM to 12 Noon- 
Monday through Friday. 

WERD'S Hooper Audience share equals the beet 
station in Atlanta today. Here are the Hoopered 
facts : 

WERD — 23.2 

Station A — 23.2 

Station B — 19.7 

Station C — 10.6 

Other AM and FM — 23.2 

WERD Is the most economical radio buy in Atlanta. 

860 on every Atlanta dial covers the area shown 

lielovv 1000 watta 




Write for proof of performance. 
Represented nationally by 

JOE WOOTTON 

Interstate United Newspapers, Ine. 
545 Fifth Avenue 
New York 17, N. Y. 
•WERD Is Negro owned and operated. 
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off. that the code contains adverse 
mention of "stationary backdrops or 
properties showing t he sponsor's name 
or product." This has been one way 
admen have been converting their TV 
programs into one long commercial, 
or at least an entertainment performed 
inside the proscenium areh of lettered 
advertising. The code doesn't say so 
right out. but there is a hint to the 
wise that the thing is being over-done. 
Mavhc when the singer sings the blink- 
ing sign over his or her head should 
st op peddling patented pabulum. 

One New York radio-television viee 
president was quick to point out this 
basic husiness fact : most sponsored 
network programs today are controlled 
and produced by networks rather than 
advertising agencies. Tims the NARTB 
Television Code Review Board would, 
in many cases, be pointing the accus- 
ing finger at the webs in their role as 
packagers. "Remember." he added. 
"TV smut isn't the agency's fault. Our 
commercials are dean. The smut is 
contributed b\ the network's pet staff 
comics." 

Nearly all admen who reacted at all 
seemed to take the need for a TV code 
for "ranted. Some did muse on the 
implications of crackdown. One sales 
executive reacted to sponsor's query in 
tin's vein: "Don't ask us. We don't 
know. Tell us what to think." As to 
that, it does seem a legitimate part of 
the story to characterize the TV code 
as a surprisingly robust lion's roar 
compared to earlier mouse - like 
squeaks. This code is much longer, 
more detailed, more forthright, more 
courageous. With the machinery for 



processing complaints (new) and the 
emblem of respectability (new) and 
the threat of throwing hooligan adver- 
tisers or entertainers to the hluenoses 
I new), the present document is wholly 
different in nature, scope, and com- 
mitment. 

The code is the product of some 10 
conferences, under NARTB auspices. 
Thad Brown. Jr., as the trade associa- 
tion's counsel and TV director, attend- 
ed them all, had much to do with the 
expediting. Admittedly a deliberate, 
long-planned answer to industry critics, 
the code is in four main sections, each 
the baby of a separate sub-chairman 
and each cast in its own literary style. 
The over-all chairman was Robert 

»'Broad appeal is inherent in the term 
'mass medium.'' A mass medium must 
eoiieem itself with the eommon denomi- 
nator of mash interest.** 

— FRANK STANTON 
President. CHS 

Swezey of WDSU-TV, New Orleans. 
Eugene Thomas, TV Board Chairman 
of NARTB, participated in most of the 
code meetings. It had become increas- 
ingly evident that outside control 
could be a real threat if the industry 
lacked the imagination, energy, and 
guts to formulate a plan of its own — 
and pronto. 

Of interest to advertisers is the in- 
tensive study the Swezey committee 
made of the censorship problems and 
techniques in radio, films, and book 
publishing. Especially pondered was 
the Motion Picture Production Code, 
dating back to the 1920's. Moviedom 



has long hestowed, and occasionally 
withheld, a "seal" or "emblem" at- 
testing a passing grade of purity, the 
device now adopated for TV. 

Probably most advertisers would 
not realize how old a practice is code- 
making among showmen. Sometimes 
as in the rowdyism period at Percy 
Williams' Colonial Theatre at Broad- 
way and 63rd Street the code was, in 
leverse. to protect the performers from 
the audience. Usually the codes, local 
in force, protected the "family" audi- 
ence against the over-the-line joker or 
the over-sexy soubrette. Back at the 
crude dawn of vaudeville 30 years 
ahead of radio the theatremen wished 
to wipe away the stigma of beer gar- 
den and honky-tonk. They envisioned 
a reputable "family" vaudeville, even 
for a time "family" burlesque. The old 
B. F. Keith vaudeville circuit was for- 
ever revising and publicizing (to the 
profession) its own list of outlawed 
words, phrases, jokes, and pieces of 
stage businesses. That venerable crack, 
"Mother is home sick in bed with the 
doctor. ' was solemnly banished by 
Keith. So was. "She was taking a 
tramp through the woods." Vaudeville 
suffered, as television today, with 
pansy gags, plumbing allusions, com- 
ics who leered up at passing pigeon, 
and leered down at plunging quail. 

The preamble and opening section 
of the code is the work of a sub-com- 
mittee headed hy NBC's Davidson 
Taylor. In re navel engagements it says, 
"The costuming of all performers 
shall he within the bounds of mod- 
esty, and shall avoid exposure of 
anatomical detail isic) as would em- 
barrass or offend home viewers." 

This Davidson Taylor section of the 
code would, by itself, constitute an 
effective public relations document im- 
pressive to parent-teachers, clubwomen, 
churchmen, and other good folk. Add 
to it the news-and-controversv section 
devised by Harold Hough of WBAP- 
TV. Fort Worth: the commercial reg- 
ulations devised by Walter Damm of 
WTMJ-TV. Milwaukee; the enforce- 
ment blueprint drawn up under Para- 
mount's Paul Raibonrn and the re- 
sultant impact, public relations-wise, 
sems sure as taxes. 

It would be coy to deny that a pri- 
mary objective of the code is to 
smother by spectacular action various 
alarming trends to outside-the-industry 
policing. One of these was Senator 
William Benton's advocacy of an in- 
stitutionalized panel of citizen-critics. 




Mister MacPLUS, in kilts of plaid, 
Can pipe one ballad clear: 

"Let ithers take the high road, lad, 
Ye'll profit r-r-richer here!" 

>.**. For canny THRIFT, it's MBS! 

Here, by the MacPLUS Plan, 
A client can get more for less; 
Canny? You bet he can! 
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The industry detested the idea, and so 
did the FCC for other reasons. One 
purpose of the code, therefore, is to 
protect TV against a "Citizens' Ad- 
visory Board." 

Now that the code is finished, and 
presumably certain of final implemen- 
tation (there will be an enforcement 
staff in Washington, facilities for 
monitoring telecasts, storing kine- 
scopes, analyzing audience mail) the 
question may be put. sans malice, 
whether Benton himself, or any dis- 
tinguished private citizen-critic of his 
nomination, would dare on their own 
go further than, or as far as, this 
NARTB code goes? One presumes to 
doubt it. For them to do so. from 
the posture of the determined unpaid 
fault-finder, might well arouse pro- 
found Congressional suspicion. 

At the moment the code is "just 
words." If it is argued that the code 
is not entitled to real respect unless 
and until it is fully adopted by all or 
most TV stations and effectively en- 



FREE 

If the rating on our completed 13 Craig Kennedy j 
mystery shows starring Donald Woods, filmed 
especially for television, does not beat the rating 
of any mystery-detective TV show at end of 13 
weeks (comparable time) in any city, we offer 
your sponsor 2nd run at no charge for show. 

Immediate Delivery 
first 13 i/ 2 -ft our TV films 
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Adrian Weiss Productions 
present 

CRAIG 
KENNEDY 

CRIMINOLOGIST 



Starring 

DONALD 
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as 

CRAIG KENNEDY 
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Sydney Mason and Lewis G. Wilson 
Available 
For National -Regional 
or Local Sponsorship 

LOUIS WEISS & COMPANY 
655 N. Fairfax 
Los Angeles 36, California 

Phone: WEbster 5287 
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forced the answer, of course, is of 
course. Obviously this code can only 
he judged, in the end, hy the intelli- 
gence and integrity of its enforcement. 

The code will not be an easy way 
of life for lazy program producers, 
sloppv script writers, take-anything 
sales directors, or for comics who de- 
light in shocking. The code may even 
run up expenses on the reasoning thai 
conformity will demand better and 
perhaps therefore better paid crafts- 
men. 

The main point is that TV badly 
needed self-regulation and now has it, 
that all advertisers must benefit in the 
end by what in the end benefits the 
medium. In TV as not in radio, actual 
showmanship has been vested in the 
networks and stations because nobody 
else can afTord to maintain studios, 
lights, camera-chains, technicians. 

Meanwhile, as a public relations ac- 
complishment here is. one suspects, the 
XARTB S maiden appearance in the 
big time which shouldn't hurt Hal Fel- 
lows. This code has probably rendered 
all the 1951 works of Jack Gould, John 
Crosby, Rex Lardner, Harriet Van 
Home, and Ben Gross obsolete. It may 
also have rendered Senator Benton's 
air remedies obsolete. -k -k -k 





MR. SPONSOR ASKS 

(Continued from page 47) 

The number of homes reached is un- 
doubtedly a useful figure but not at 
the expense of the rating. Possibly 
both figures should be given. 

Dr. Sydney Roslow 

Director 

The Pulse, Inc. 

New York 



^ We find that a 

£ T jority , of f our 

clients do tavor 
homes reached 
measures in ad- 
dition to or in- 
stead of simple 
percentage rat- 
ings. They recog- 
' nize that there 

may not be an 
exaci relation be- 
tween such variables as station time 
charges and increasing saturation 
levels on a niarket-by-market basis, 
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The Quad-Cities is humming lilte a 4-motor 
plane. Famed as the "Farm Implement Capi- 
tal of the World" this metropolitan area is 
also home of the Roclt Island Arsenal, plus 
300 other diversified industrial plants. The 
Quad-Cities is humming with production and 
likewise with retail activity. Use WHBF to 
sell your goods to Quad-Citians whose Effec- 
tive Buying Income per capita rants 14th 
among i 62 metropolitan areas. 

WHBF 
sells to 
QUAD- 
CITIANS! 

WHBF 

TEICO BUILDING, ROCK ISLAND, ILLINOIS 

Represented by Avery-Knodtl, Inc. 

Les Johnson, Vice President and Manager 



Your product gets merchondising 
plus when you odvertise on KDYL-TVI 




Coordinoted colls by KDYL-TV's 3- 
man merchandising team to brokers 
and retoilers, plus strategic placing 
of these eye-cotching "bulls-eye" dis- 
play pieces — with your product 
attoched — meons powerful mer- 
chandising support. 

Write for details, or see your 
Blair man TODAY. 
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and that related to cost, the homes 
reached unit of measure is more mean- 
ingful to them. 

However. Videodex is in the best 
position to provide its clients with a 
true circulation figure. First of all, its 
figures are projectable since the sample 
is representative and distributed over 
the full transmitting radius of a mar- 
ket and not confined as is personal 
interviewing and coincidental phone 
checking to the urban confines. 

Secondly, Videodex offers a panel of 
homes so that cumulative audience 
measures may be derived. For exam- 
ple, Philco Playhouse, over a four- 
month period had an average Video- 
dex rating of 36.9. Videodex cumula- 
tive rating was found to be 64.2. rep- 
representing the total number of dif- 
ferent homes reached. Expressed in 
homes reached based on current esti- 
mates, this would represent a net in- 
crease of 3,623.174 homes, which 
would apply more realistically to cost- 
per-thousand comparisons than a 
simple average rating. 

Videodex goes even further by pro- 
viding average viewers per set which, 
coupled with a homes reached projec- 
tion, permits a cost-per-thousand view- 
ers to be obtained. 

The so-called "popularity rating' 7 
concept is satisfactory and useful ex- 
cept for one major problem: man) 
television homes are already in the 
"overlap areas"; and these homes 
should he counted as viewers. How- 
ever, there is no way to define the 
number of television homes that could 
have been viewing the particular pro- 
gram. For example, a program may 
be telecast on WKZO in Kalamazoo 
and not on WLAV in Grand Rapids. 

In conclusion, the "number of 
homes reached" is the valuable statis- 
tic; it facilitates placing costs on alter- 
native packages of television (or other 
media) on a comparable basis. As the 
supply of television facilities increases 
(perhaps through UHF) the percent- 
age ralings based on "total U. S. TV 
circulation" will be more meaningful 
and useful. In the meantime, percent- 
age ratings based on the ''number of 
homes that could have seen the pro- 
gram" (i.e. popularity ratings) must 
be used with caution. 

Allan V. Jay 
President 

Jay & (Graham Research, Inc. 
New York 



RED CHANNELS 

{Continued from page 33) 

gation involved, some pressure groups 
would be sure to cry, 'They're all Com- 
munists!' I know that many r artists 
are gullible and innocently join or per- 
form for 'front' organizations. But 
that doesn't mean they're members of 
the Communist Party or spies. To be 
perfectly democratic, yet safe from 
hiring genuine Communists, I have my 
man at the Carl Byoir Public Rela- 
tions Associates clear any suspect per- 
formers in advance."' 

Straus's account executive # at Carl 
Byoir is Reavis O'Neal, a politically 
astute public relations man. "1 don't 
stop hiring a man just because his 
name's in Red C/ianne/s." O'Neal ex- 
plained. "Nor do I accept accusations 
of pressure groups. If a so-called 
'controversial personality" is ready to 
declare through his union that he's not 
a Communist, I will accept his word." 

"What if Red Channels or a pres- 
sure group contend he's lying?" 
O'Neal was asked. 

"1 he day we stop accepting a man's 
word as being given in good faith," 
said 0"\eal, "then we start accepting 
Gestapo thought-police." 

All-indnst ry (/roup fails 
to solve Red problem 

Last May. a seemingh feasible plan 
was worked out by a committee repre- 
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seating the American Federation of 
Radio Artists, the American Associa- 
tion of Advertising Agencies, the As- 
sociation of National Advertisers, the 
National Association of Radio and TV 
Broadcasters, and the major networks. 
Briefly, this was the procedure devised: 

1. Any radio or TV performer may 
voluntarily make a statement about his 
political affiliations, which would he 
kept loeked up and confidential by 
AFRA. 

2. Any employer or prospective em- 
ployer may ask to see such a state- 
ment, or ask to have one made by a 
performer, if he cites: 

(a) An identifiable source {Red 
Channels would be one) 

(b) Who has made a public accu- 
sation (presumably an Ameri- 
can Legion Post) . 

3. The employer makes his request 
for a statement to Fred Gamble, presi- 
dent of the AAAA. 

4. Gamble transmits this request to 
A. Frank Reel, National Executive Sec- 
retary of AFRA. 

5. Reel in turn requests a statement, 
if he already hasn't one, from the per- 
former, who may refuse if he likes. 

6. The statement is then transmitted 
back to Gamble and from him to the 
prospective employer. 

While this safeguard appeared to be 
a step in the right direction, unfortu- 
nately it does not seem to have worked 
in practice. A spokesman for AFRA 
told sponsor that "only 24 statements 
have been made to us by performers," 
and a spokesman at the AAAA report- 
ed "only four employers have asked 
us to get statements." Both agreed, 
"This inactivity means little progress 
has been made." 

Many of those interviewed by SPON- 
SOR stated that they would like to see 
a strong, practical plan for sorting the 
wheat from the chaff among accusa- 
tions. It was felt that the industry 
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needed some form of internal protec- 
tion — both against Communists and 
against hysterical accusations. Said 
one veteran radio man: "This industry 
has fought to stay free of government 
control for 25 years. To allow private 
blacklisters Into the picture now is to 
risk our freedom. Particularly at a 
time when a Bill Benton can suggest 
that radio and television be censored, 
we must take steps to police ourselves." 

It was pointed out that the appar- 
ently successful establishment of a TV 
code (see page 27) among telecasters 
provided a recent precedent for co- 
operative aetion — within the industry 
and without benefit of government or 
outside interference. 

Are mass loyalty 
oitths the answer? 

In June last year, station KF1, Los 
Angeles, became the first broadcasting 
entity to institute a loyalty oath. CBS 
followed suit in December 1950, when 
it asked its 2.500 employees to sign 
loyalty statements similar to those re- 
quired of applicants for civil service 
jobs in the Federal Government. 

Some industry figures believe that 
this device may help contribute to the 
public impression that radio and TV 
are being safeguarded against Red in- 
filtraters, but its actual validity is 
considered doubtful by many. Dr. 
Henry Steele Commager, well known 
and well publicized professor of Amer- 
ican History at Columbia University, 
recently called the loyalty oath "a fat- 
headed, feeble-minded solution to a 
complicated problem." First, he said, 
the loyalty oath has negligible value 
as a protection against subversives, 
because Communists will not hesitate 
to perjure themselves if it suits their 
purposes. Furthermore, it encourages 
mediocrity, because persons who re- 
fuse out of principle to sign such an 
oath may include the sort of dissenters 
and non-conformists who are "the very 
kind of people we want to build loy- 
alties around." 

So far, KFI and CBS have each been 
compelled to fire a stenographer. Both l 
girls said they were arch-Republicans, 
but they refused to sign the oath be- 
cause they considered it an "invasion 
of our privacy." John K. M. McCaf- 
fery, m.c. of We Take Your Word, also 
refused to sign the CBS statement on 
religious grounds. However, Joseph 
Ream, CBS executive vice-president, 
made an exception in his case, be- 
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Ask the man who knows best — the local ad- 
vertiser on CFCF. 

Best proof that he gets prompt action at the 
cash register is the fact that 

Over a 3 -year period 
local advertising on CFCF 
has increased 260%. 

National advertisers, too, can bank on CFCF. 
For Canada's FIRST station has the coverage, 
the listenership, to do a real selling job in 
the rich Montreal market area. 




U, S, Representative— Weed & Co. 



Mr. Stan Schloeder 
Ruthrauff and Ryan, Inc. 
New York City 
Dear Stan: 

Bizness is alius good in th' home- 
town uv WCHS, but hit's agonna be 
even better! Yes- 
sir, Stan, Carbide 
an Carbon is 
agonna build a 
'leven mil yu n 
dollar 'dition ter 
thur plant down 
th' river frum 
Charleston, West 
Yirginny! They's 
already got mil- 
yuns an milyuns 
'vested here, so 
hit shows they 
knows a good 
thin ivhen they 
sees hit! Now 
thet h i g ne w 
plant is agonna 
'spearment with 
iv t n%.»fji coal, an hit's 

ftEP^BJtjL ff bound ter mean 
*WPJm*£- ^*»* rnore money jer 
folks ter spend 
'round here — an' 
goodness knows 
they spends a lot 
a'ready! So, th' WCHS area is agonna 
be richer then ever, Stan, and arr 
station gives yuh more uv these well- 
paid lisseners then all th' other jour 
stations in town put tergether! Jest 
tho't I'd tip yuh off! 

Yrs. Mgy 

WCHS 
Charleston, W. Va. 
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on 



fire 



with originality, 

versatility, 
initiative! 

Mv forte is radio-TV commercial 
copy. How can my 9 years' experi- 
ence benefit your organization? 

3 vears — 4 A agency radio-TV- 
print copywriter for nat'l accts. 

1 1 2 years — Radio Director 4A 
agency. 

2 years — Continuity Ed., Prog. 
Dir. radio station. 

2\A years — Own business (NY) 
merchandising-research for TV pro- 
grams (sales, contacts, promotion), 
own TV program. 

Personal interview recommend- 
ed. NYC only. Salary open. Call 
AT 9-1404 or MU 7-2167. Or 
write Box 1311, Grand Central 
P.O., N.Y. 17. 



Correction 1 



In i limited number of ropiYs 
of the Oct. 8 issue of Sponsor, 

there was an error in the 
Louis Weiss <& Co. advertise- 
ment on pa»e 78. The words 
"Second Run" should have 
been inserted under the word 
"Free". This advertisement 
referred to the new CRAIG 
KENNEDY MYSTERY 
SHOWS, starring Donald 
Woods, and now available to 
T\ advertisers through: 



MUMS WEISS «X CO. 
(>.>."> No. Fairfax 
Eo* Angeles 36, Cal. 



cause ". . . to insist upon j our sign- 
ing the questionnaire would be a ster- 
ile insistence upon form rather than 
substance," 

Whether this device has left CBS 
free of pressure group attack is open 
to question. Jack O'Brian, radio and 
TV reviewer for the Journal- American, 
who lias served as a kind of unofficial 
hatchet man for Counterattack, kept 
pillorying CBS before the introduction 
of the oath as a "pink tea party." Af- 
ter CBS began oath-taking, O'Brian 
kept right on sniping. It would ap- 
pear, from this and other signs, that 
mass loyalty oaths are only a half-way 
measure at best. 

Con i/o it a H lord to 
iynore unti-Hed blasts? 

Some radio and TV employers do 
just that, and they have found thus far 
that it does not injure their public re- 
lations. As was pointed out in spon- 
sor's 13 August 1950 article. "Viewer 
gripes are your tip-off to better pro- 
grams." sponsors are more concerned 
with pleasing the mass of consumer 
fans, rather than organized pressure 
group fronts with axes to grind. More- 
over, as was indicated in the first of 
this series of articles, pressure group 
fronts create more bluster than genu- 
ine boycott action. Even with all the 
hullabaloo emanating from the Jean 
Muir case. General Foods' nation-wide 
Gallup Poll found that less than 3'/<< 
of those questioned could relate the 
name General Foods or Jell-o with the 
name of Miss Muir. 

Two examples of the impotence of 
the letter-writing corporal guard 
claimed to be mustered by Counter- 
attack will illustrate: 

An executive at Young & Kubicam 
told sponsor: "A client of ours not 
long ago got excited, because some 60 
letters came in attacking a performer 
on one of his radio shows. Most of 
them followed the jargon of Counter- 
attack. The sponsor at first wanted to 
have the performer dropped. But it 
was pointed out that the letters were 
mostly crackpot in nature, and that we 
received many more favorable letters 
about that performer every week. It 
worked. The sponsor intelligently rec- 
ognized there was a difference be- 
tween fanatics and continuous letters 
from satisfied consumer fans." 

In another instance, sponsor learned, 
a radio actor was cast for Death Be 
Sot, Broad on ABC, a show produced 



and paid for by the American Cancer 
Society. The day the show was to go 
on the air, the director of the program 
took him aside. 

"I've just been phoned by Counter- 
attack," the direc tor said, "ami they 
asked me to take you off the show, be- 
cause of your three listings in Red 
Channels. I think this demand is ter- 
rible, but I 11 have to ask my boss at 
the Cancer Society." 

The Cancer Society declared that 
the actor should not be dropped, and 
afterwards, was quite happy with his 
performance and the audience reac- 
tion. Ihe next day. this same actor 
was doing a show for Benton & Bowles, 
and told the executive there about the 
Cancer episode. 

"We get a list from Counterattack 
or the Legion every month." the agen- 
cy man replied. "If we paid any atten- 
tion to it. we'd never be able to carrv 
on our work." 

Other radio and TV employers, how- 
ever, while repudiating Red Channels 
and Counterattack, believe that some 
safeguard is necessary, if only to off- 
set any anti-Red hysteria that may 
arise in the future via activities of 
Congressional committees. 

The need for some form of safe- 
guard was emphasized to sponsor by 
Donald Stewart, advertising manager 
of the Texaco Company, sponsor of 
Milton Berle's Texaco Star Revue: "I 
don t believe in using Red Channels, 
because I consider indiscriminate 
blacklisting unethical. At the same 
time. 1 don't think sponsors should 
get involved in public controversies 
needlessly. What's needed is a measure 
more authoritative than Red Chan- 
nels." 

1% hat admen say a boat 
if. vim/ Red Channels 

Lou Straus, TV packager and pub- 
lic relations director for American 
Safety Razor Corporation, which 
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spends over $1,500,000 annually for 
radio and TV shows, including Robert 
Q. Lewis' The Show Goes On: "Red 
Channels and Counterattack, with 
their pressure tactics, are a menace to 
the freedom of the entire radio and 
TV industry. Big corporations, with 
their stockholders in all walks of life, 
today have a definite responsibility to 
democratic procedures, and a black- 
list is not democratic." 

An advertising spokesman for Snow- 
crop, sponsor of NBC's All Star Re- 
vue: "We don't use Red Channels, nor 
do we subscribe to Counterattack. To 
my mind, they're both highly mali- 
cious, with a touch of fanaticism. Who 
are these intemperate zealots to tell us 
how to run our business, or to tell us 
who is Red or not? 1 was on jury duty 
for two weeks, and I realize how dif- 
ficult it is to prove guilt. If they 
had accurate evidence to send a man 
to jail, like Alger Hiss, it would be 
different." 

George Abrams. advertising mana- 
ger for Block Drugs, sponsor of No 
School Today on ABC-radio, and Dan- 
ger on CBS-TV; "We don't use Red 
Channels or Counterattack. We don't 
like sticking our neck out. but still we 
see no reason why we should surrender 
our freedom to an unauthoritative 
group like the Red Channels outfit. 
Nor do we feel an unauthorized book- 
let should be accepted as the judge of 
whether or not a performer should 
lose his job." 

Haw use of a blacklist 
can backfire 

If a sponsor fires a performer on the 
unsubstantiated dictum of a private 
blacklister, his company may get as 
many boycott threats from irate con- 
sumers as from those who accept Red 
Channels and Counterattack as gospel. 
This was shown clearly by the after- 
math of General Foods' firing of Jean 
Muir. 

Hany see 'stultification* 
as blacklist danger 

If radio and TV employers defer to 
the decree of a private blacklister, they 



HEADACHE? toss tv 

film spot problems to TELEFILM Inc. 

Hollywood (28) Calif, since 1 938 



are in danger of stultifying the de- 
velopment of the very air medium 
which brings them financial returns. 
This was the opinion of man) astute 
industry observers. For years, radio 
has been accused of being excessively 
timorous, shivering every time a hand- 
ful of protesting letters are sent in. 
Now. at a time when many believe it 
must be more competitive, more ex- 
perimental, more gutsy, than ever be- 
fore, it is being asked to quietly ac- 
cept the authority of a censorious 
blacklister. TV. just emerging as a 
major medium, is also asked to stifle 
itself just when it needs new talent. 

William L. Shirer, author of Ber- 
lin Diary, and war correspondent, has 
been unable to get a job with the big 
networks and. most recently, left the 
Liberty Network, because of his list- 
ings in Red Channels. "I did ha\e 
three or four TV and radio shows lined 
up," he told sponsor. "But. as one 
sponsor told nie: 'Too controversial." 
My firm opposition to Communism can 
be found in the books and magazine 
articles I've written. I've spent many 
years reporting the facts in totalitarian 
countries. But I've never thought I'd 
live to see the day when a form of 
totalitarianism would be accepted in 
my home country." 

Executives, fearful of "taking any 
chances," have been known to go to 
ludicrous lengths. An announcer re- 
ports he won an audition to play the 
foil to radio's Answer Man. But by 
the time he got home from the audi- 
tion, there was a call awaiting him that 
said he did not have the job. He in- 
sisted on knowing whv. Finally, the 
frightened executive told him: "Be- 
cause your wife is reported to once 
have been a secretary for Frank King- 
don, columnist for the N. Y. Post." 

On the Cavalcade of America pro- 
gram, the word "revolutionary," used 
in connection with a boat design, was 
protested by a scared executive; fought 
vigorously; and ultimately was com- 
promised at the less Bolshevick-sound- 
ing "radical design."' 

But, as a reminder that there are 
many who have not abandoned their 
sense of balance. WMCA. New York, 
recently put up a sign which quotes a 
recent speech by President Truman 
before the American Legion. It reads: 

"When even one American, who has 
done nothing wrong, is forced by fear 
to shut bis mind and close his mouth, 
then all Americans are in peril." * * * 




IT'S 
A 



FACT. .7 



1 . ... that the Market Reports with Bob 
Riley on the KMBC-KFRM Team are among 
the greatest radio buys in the Kansas City 
Primary Trade Area! 

2. BECAUSE — Market Reports on The 
Team are 3. to) favorites over any other 
radio market reporting in the Kansas City 
Primary Trade Area . . . 

3. Further, the Kansas City Stockyards are 
"back in business" after the flood with 
greater activity, hence greater interest than 
ever before! 

4. The 6: JO A.M. Market Reports and 
the 12:30 P.M. Market Reports, both with 
Bob Riley, are AVAILABLE FOR SPON- 
SORSHIP. 



Call KMBC-KFRM or your nearest 
Free & Peters Colonel. 



KME&C 

6th Oldest CBS Affiliate > 

KFRM 

Programmed by KMBC 
222 West Eleventh 
' KANSAS CITY, MO. 



RADIO ONLY 

Sorry, No TV! 

Thot's right! Television is still o "thing-to- 
come" in these markets . . . SO — here, 
you've got Rodio Listeners — who listen to — 



4 



Great 
Locally! 




► 



Represented Nationally by 
JOHN E. PEARSON CO. 



Owned * Operated by 
SOUTHWESTERN PUBLISHING CO. 
Don W. Reynolds, Pres. 

Publishers af: Southwest Times-Record, Fart Smith, 
Arkansas; Examiner-Enterprise, Bartlesville, Okla- 
i hama; and The Daily Times, Okmulgee, Oklahoma. A 
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Why we dislike Red Channels 

When sponsor began its behind-the- 
scenes probing of Red Channels we 
knew that we risked offending many 
readers. We were told that a number 
of people consider Red Channels more 
good than bad because of the road- 
block it presents to sly Communist in- 
filtration: thai any criticism we might 
level on Red Channels or its publishers 
would be construed as weakening the 
work of all anti-Communists. 

We considered this point. We 
weighed this against our abhorrence 
of indiscriminate censorship, tear-down 
of the democratic principle of innocent 
until proven guilty, unethical business 
practices (all of which Red Channels 
had been accused of frequently) and 



we decided to go ahead. 

Our objective, when we began, was 
not to attack Red Channels. Rather, 
an alert trade paper we wished to ex- 
amine the facts, and their consequences, 
for the benefit of sponsors seeking just 
means of dealing with talent accused 
of Red loyalties. If our articles I of 
which the one on page 32 is the third 
and last) lean heavily in the direction 
of what is bad about Red Channels it's 
only because the weight of our inter- 
pretations lead us that way. 

Since beginning our series the ratio 
of commendation to criticism has been 
about 10 to one. But among the crit- 
ics have been people for whom we have 
great respect. Perhaps some of them 
misunderstand our basic motives and 
conclusions. We hope that the forego- 
ing statements, and those that follow, 
will give theni reason to change their 
opinions. 

Our study has convinced us that Red 
Channels does not provide the best 
safeguard. More than that, we con- 
sider its means of operation a threat 
to the freedom of broadcast advertisers. 
We question the validity of its sources 
(the Daily Worker is surely not "me- 
ticulously accurate"). We consider 
reprehensible its pressure assaults on 
sponsors (egging on its letter-writing 
corporal guard to exploit the sensitivity 
of advertisers). Wdiat's more, we be- 
lieve the blacklisting tactics that it has 
advanced arc just plain bad business 



procedure for radio and TV sponsor. 

We are in firm agreement with For- 
tune Magazine, which pointed out in a 
recent article ("What Mother Aldridge 
Might Have Sold' ), that businessmen 
who knuckle under to the pressures of 
Red Channels are evading their moral 
responsibility to the democratic com- 
munity. As Fortune says: 

"It makes all the difference whether 
our business world merely pays lip 
service to the Bill of Rights and to such 
words as 'freedom' and 'non-discrimi- 
nation,' or actually lives by the princi- 
ples inherent in them." 

We understand that the book-pub- 
lishing industry, whose freedom of 
speech is now .also threatened by Coun- 
terattack, the weekly periodical put out 
by the publishers of Red Channels, is 
seeking a unified course of action. It 
is time that the radio and TV industry, 
too, put up a bold, united front against 
private inquisitioners. Bob Kintner 
devised a simple logical solution. The 
AFRA-industry committee is a step in 
the right direction. But. regrettably, 
too few are employing the AFRA for- 
mula. It is hoped earnestly that more 
people in the industry get behind this 
group's efforts; and if its present pro- 
cedures do not seem to be working out, 
devise other constructive measures. 
Some safeguard against the insidious 
encroachments of Communism is need- 
ed, but indiscriminate blacklisting is 
not the democratic way. 



Applause 



The TV code 

About one month from now the TV 
Board of the NAKTB will meet in 
Washington to place into operation a 
historic TV Code. 

TV stations, who showed an amaz- 
ing degree of unanimity in approving 
the Code last month in Chicago, will 
shortly thereafter start displaying the 
Code "Seal of Approval" indicating 
dial tlie\ subscribe to its firm, far- 
sighted principles and adhere to spe- 
cific findings of the six-man Review 
Roard after approval by the XARTB 
TV Board. 

The new Code appears as somewhat 
of a miracle. I o many an advertiser 
and broadcaster it appears to have 
sprung full grown (full of wisdom) 



from an industry that has not been 
noted heretofore for success with pro- 
gram policing. 

But despite appearances the TV 
Code is no miracle. It profits by the 
code efforts of the radio industry, by 
the mounting clamor (justified, too) 
of the public and Congress. 

Once in operation, with unself- 
ish backing by stations, networks, and 
sponsors, the future of the Code is as- 
sured. The big tests will come, when 
the Review Hoard and the XARTB TV 
Hoard have made their first remedial 
decisions. Will advertisers, agencies, 
networks, and stations back up their 
decisions? We think they will. 

This remarkable Code, winch can 
mean much in TV's future, is what it is 
because a group of men gave unselfish- 



ly of their time and knowledge to put 
it into words. These men, headed bv 
Robert D. Swezey, WDSU-TV. New 
Orleans, were Harry Bannister, WWJ- 
TV, Detroit: James Caddigan, DuMont 
Network: Walter J. Damm, WTMJ- 
TV; Milwaukee: Clair R. McCollough, 
WGAL-TV. Lancaster; James C. Han- 
rahan. WEWS. Cleveland; Harold 
Hough. WRAP-TV, Fort Worth; Paul 
Raibourn. KTLA. Los Angeles; J. 
Leonard Reinsch, WSB-TV, Atlanta: 
Henry Slaviek, WMCT. Memphis; Da- 
vidson Tavlor. NBC: Donald W. 
Thornbnrgh, WCAU-TV. Philadelphia. 
Working closelv with them were Eu- 
gene Thomas. WOR-TV and chairman 
of the board of XARTB-TV; Justin 
Miller, board chairman. XARTB; Thad 
Brown, director of XARTB TV section. 
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TWO MILLION PEOPLE have paid their way to seeThe Midday 
Merry-Go-Round in a 15-year whirl on WNOX Knoxville, 
and uncounted millions more have heard it on the air. 

AND THERE'S A WAITING LINE of audience and sponsors for 
a radio show that is a Tennessee phenomenon. 



MORE 
POTENT 
THAN 
EVER! 




NEWS STORY from 
Sept. 3, 1951 

BROADCASTING • Telecasting 




CRIP PS - HOWARD RADIO, INC. 



KNOXVILLE, TENN. -10,000 



WATTS -990KC - CBS 



U/NOX IS A BETTER BUY TODAY THAN EVER 
AND IS GETTING BETTER ALL THE TIME WITH 



Representatives: THE BRANHAM COMPANY 



• MORE LISTENERS THAN EVER (no television competition) • BETTER SERV- 
ICE AND PROGRAMS THAN EVER • HIGHER HOOPERS THAN EVER 

• BIGGER MARKET THAN EVER • MORE ADVERTISERS THAN EVER 





in total share of Washington audienc 



Four straight months of Pulse surveys show WW DC second in total share of 
audience. The second two months of these surveys showed W WDC still further 
ahead of the third stalion in the highly competitive Washington market. 
This is positive; proof that at WW DCs low rates, its really first — on a 
results-producing ha>is. It means that in Washington, your hest advertising 
hny is W W DC. Just ask your John Blair man for the whole W WDC stor\ . 
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